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“It’s really unbelievable 


stand up like it does. 

Ours was bought fifteen 
years ago and still turns out 
beautiful grinds.” 


*NAME ON REQUEST 











A GRANULIZER USER* WRITES: 


that the Gump Granulizer can 


No. 777 "E" Gump Coffee Granulizer 


YOU BUY 15 YEARS AND MORE OF 


“beautiful grinds” 
WHEN YOU INVEST IN GUMP COFFEE GRANULIZERS 


Gain New Style "E'' Advantages in 
the GUMP EXCHANGE HEAD PLAN 


Users of the Gump 
Exchange Head Service 
can modernize thei 
earlier model Granuliz 
ers to the equivalent of 
Stvle I 

res, by ordering 
Heads t 

re Head orc 
¢ nclude an 
ange of grind 
mainten 





the largest national dis 
They Il confirm 


Ask men throughout the trade 
tributors and the smaller local producers. 


the superior record of Gump Coffee Granulizers 


Grinds through the full commercial range are cool, clean 


cut, scientifically correct for the brewing device to be used 
And not he Gump 


through fifteen years 


and consistently uniform just when 


Granulizer is new but and more of 
onstruction assures 


Gum} 


formula ear after year 


hard, continuous service. Gump quality 


efficient, low cost and the Exchang 


Head Plan keeps grinds “on 


ope ration 


When you need grinding « 
complete satisfaction, by specitying Gump Coffee Granulizers 
The experience of the trade confirms your good judgn 
Write for details on the model best suited to your 


equirements 


= F. G U RA PP ¢ © = 1312S. Cicero Avenue, Chicago 50, IIlinois 





Engineers and Manufacturers Since 1872 





GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS «+ IDEAL GREEN COFFEE CLEANERS 
BAR-NUN ‘‘AUTO-CHECK’’ NET WEIGHERS + BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 





DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 





BRAZILIAN COFFEE and 


The millions of U.S. citizens who will drink 
iced coffee this year naturally do not all 

like the same blend or brand. They may even 
differ as to which is the best way to 

take an iced coffee break. Yet one thing 

is certain—more iced coffee will be made 
using Brazilian coffees than any other. The 
reason is basic—Brazil continues, year after 
year, to export more of its coffee to the 


United States than any other country. 


Brazilian coffees are unequalled in variety 
and quality. They satisfy a wider range of 
consumer tastes than any other coffee. 
Experts and the general public agree on 

the eminence of their rich body, full flavor 
and aroma. The U.S. taste for coffee has 


been built on Brazils. 


BRAZILIAN COFFEE INSTITUTE 


by The Spice Mill Publishing Company, 106 Water St., New York, N. Y. 


Coffee & Tea Industries and The Flavor Field, published monthly 
4. Reentered as second class matter June 22, 1951, at the Post Office at 


Subscriptions $4.00 a year, 50 cents per copy, Apr. 1958 Vol. 81 No. 
New York, N. Y., under the Act of March 3, 1879, 
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the ICED COFFEE CAMPAIGN 
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BRAZIL SUPPORTS THE U. S. INDUSTRY-WIDE 
ICED COFFEE CAMPAIGN 


120 WALL STREET, NEW YORK 5, N. Y. 


APREE 1958 





What Ruffner Service 
Means To You 


Ruffner, McDowell & Burch, Inc. 


Coffee Brokers and Agents 
Established 1896 
NEW YORK: 98 Front Street CHICAGO: 408 W. Grand Ave. 
SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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With 909 000 O00 people 


now being taught*what 
good coffee really is... 


YOU'LL BE JUDGED MORE THAN 
EVER BY THE COFFEE YOU SERVE! 
ie eel 


a ’ 
in the distinctive new series 61 


featuring the remarkable GRIDDED RISER 





BREWING METHOD 

















is Cecilware’s new quick-acting coffee basket that utilizes a 6 
standard coffee bag and takes the droop out of it. It forces al 

the water to filter faster through the coffee bed for uniform 

and correct extraction 


Good coffee’s the lifeblo 


CECILWARE URNS SERIES '61 and Cecilware’s Serie urns can he 
Stainless Steel you make ita high Me ome producer, e modern 


inside and out, wif a simplifje ae anism Wat 
TWIN URN with extra large water allows you to ma® use we ae ta na Wing method 


capacity. Twin-3 or Twin-5 gal . 
pis capacity, gas or ‘ethic a exactly as demo, ee WwW x5 stitute. 
Standard, Custom and DeLuxe qT Just two easv § oe 

models. Prices start at $385.00 4 } 


at once, quicke 4 Y MAN = 
SINGLE URN with extra large io. 
water capacity. 3 or 5 gal. coffee as ) Coffee made in & A\ ma \4 ) zoo it 
capacity, gas or electric i : : t 
Standard, Custom and DeLuxe creates the den oe tg s. Beto 
models. Prices start at $195.00 your equipment "ay ell y > right model 
for your special r 


for 





A new series of full page ads in 
national consumer pubiications 
by the Pan American Coffee 

Bureau is stressing the 199 ahegine Street, New York 12, N. Y. 
importance of properly . 
brewed coffee 
Cecilware also makes an extensive line of cooking equipment for fast 
food service. You'll find 


Food 


Gas Fired Charcoal ee ; : Warmer 
Broiler : 
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Fact: More and more coffee Is 
being consumed away from home! 





Restaurants — Hotels Institutions. Soda 4 
ga Set : . Fountains © 


| 
rs) 
38 


4 ra 
~ = 
aN 
7 ‘+ 
; ¥ 

Ft 


. 
: 
f 
$e : 
: 
a 
a 
: 
































Want a bigger share 
of this growing market? 


*Away-lrom-home”’ consumption of coffee is at an all-ume 
high, and is continuing to grow! One of the greatest sales advan- 
tages you can offer is the assurance that your fine blends will be 
received at their very freshest—vacuum-packed, of course, in con- 
venient, economical metal containers! 

Canco is ready to give you “all-out” service—containers for every 
purpose, line engineering, closing and vacuumizing equipment, 


prompt and dependable supply and many other Canco ‘‘extras.” 





Get your sales off to the best start by calling the man from 


Canco today! 


American Can 
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8ilst Year 


Tea's Midyear Meeting 
A big marketing job: Smallwood 
Midyear Meeting program: Chapman 
Iced tea availability in the home 


Patterns of iced tea availability 
in public feeding 

The 1-2-3 story: availability 
through concentrate 

Stretching the iced tea season: 
availability in time 

Iced tea dispensers: keys to 
restaurant availability 

Just for instants . . . take tea 


New aggressiveness in instant tea 
with entry of trade processing 


last summer 
operators 


scored 
institutional 


How Nestea 
with 

Iced tea availability outdoors 
Compton on getting beverage 
out to people where they are 


Iced tea availability—and the 
youth market: Diziki 


A new look 
and sales: 


at tea, lemons 


Eller 


Other Articles 


Off-shore soluble coffee 
A spirited forum on an issue 
controversial in the industry 


Coffee in the supermarket 
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Moratorium on coffee sales 
More incentives to beat slump 
99,000 coffee vendors 
Push-button coffee for motels 
The flavor of pineapple 


ASTA Convention 


The association story: Wands 

“High yield” convention set 

Two decades of spice publicity: 
Keogler 

Trends in spice seeds: Furth 

Chili powder is not red hot: 

peppers 


Blair 

Carolina’s red 

Instant minced onion takes hold: 
Williams 

Spice cooking in the South: 
Wright 

CSA follows ASTA: Lipsett 


Canada’s mustard crop: Knowlton 
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“THEY'LL HELP YOU 
CASH IN ON 
THE TREND TO 


a> 


COFFEE” 
Lovis Kaplan 
President 


Cecilware-Commodore 


CECILWARE 
DOUBLE Decanters & Urns 


for doubled iced beverage sales! 


doubled ...nglass;2,3 and 





5 gallon Twin 
capacity models 





re-doubled! 


| 
in stainless ¥ 


steel; holds «" 


3 gallons 
of tea 
and 2 of 


coffee 


These attractive double 
decanters create impulse 
buying of America’s popular 
cooling drinks for warm 
weather. Talk to your equip- 
ment dealer now. Double 
decanter DD-23, $99.00 
Twin glass urns start at 
$165.00. Write for 
catalog +22! 


new 


( ‘of fe ¢ =. 


by the ly 
gallon YA. 


AKY 


' CECILWARE-COMMODORE 
99 Lafayette St., N. Y. 12 
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BEST BUY IN BLENDING SYSTEMS! 


BURNS IMPROVES QUALITY CONTROL 
—WHILE CUTTING YOUR COSTS! 


ENGINEERED TO YOUR REQUIREMENTS 


CONTINUOUS OR BATCH OPERATION 


ANY DEGREE OF AUTOMATION 


BLEND BY VOLUME OR BY WEIGHT 


START SAVING MONEY NOW 


— Burns Blending Systems are engineered to give you the most 
efficient operation for your particular volume and type of 
business. 

— Burns Blending Systems can be installed to work smoothly 
with either continuous or batch roasting. 

— Burns Blending Systems can be controlled by push-button 
or operated manually. Automation can be carried as far as is 
profitable for your production needs. 


— Burns Blending Systems permit use of weight or volume as 
a means of controlling blend — depending on which offers you 
the best benefits. 


— Call on Burns for full facts on how an engineered Blending 
System can help you cut costs. 


B U hi N \ AND SONS, INC. 
NEW YORK CHICAGO 
: DALLAS SAN FRANCISCO 


ENGINEERS 


600 WEST 43rd STREET @ NEw FORK 36, MM. 7%. 
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regional trade meetings in 15 cities 
launch biggest iced coffee drive yet 





Regional meetings of roasters and their food store cus- 
tomers are being held in 15 cities across the country to 
launch the 1958 iced coffee promotion, the biggest yet. 

Two giant food companies—Carnation and General Mills 

have joined the Pan-American Coffee Bureau in this year's 
$500,000 promotion for iced coffee. 

Spearheading the summer campaign will be the largest 
single-unit food advertisement ever published. It will ap- 
pear in the Saturday Evening Post of June 7th and in Life 
magazine of June 30th. The campaign will also have the 
support of the George Burns and Gracie Allen CBS-TV 
show, with commercials scheduled at intervals through 
June and July into mid-August. 

Details of the tie-in promotion indicate it may be the 
largest of its kind ever attempted in the food business dur- 


ing the summer months 


Spectacular ad 


The spectacular advertisement is the first six-page “double 
gatefold spread which Life has ever made available for 
the use of an advertiser. It will appear at first glance to the 
reader as a double-page spread in black and white, but will 
open into one huge advertisement featuring Betty Crocker 
mixes, iced coffee drinks and Carnation evaporated milk. It 
full color, 40 four 


inches wide and covering 


will be in 
full pages. 

The magazine advertisements will reach an estimated 45, 
000,000 readers, while commercials on the Burns and Allen 
show should reach 60,000,000 viewers. Both in 
total circulation and in terms of media impact, this will be 


terms of 


by far the largest promotion ever given iced coffee 
The merchandising ideas incorporated in the ad will in- 


‘new ways to enjoy 


Betty 


clude “the secret of really good coffee,” 
coffee flavor with Carnation evaporated milk,’’ and 
Crocker’s new cake 'n’ coffee tricks.” 


Promotion packages 


A complete merchandising and publicity package has 
been developed by the Pan-American Coffee Bureau, Carn- 
ation and General Mills for distribution through local and 
national coffee roasters and through the 1,500-man com 
bined sales force of the latter two companies, 

The sponsors hope to reach every chain and important in- 
dependent food store during the course of the promotion 
with a variety of point-of-sale pieces, including shelf talkers, 
a pole display, window banners, pennants, etc. 

Iced coffee received national advertising support in the 
summer of 1956 in an institutional campaign sponsored by 
the Pan-American Coffee Bureau and supported by national 
and local roasters. In 1957, the program was broadened 
to include tie-ins with food companies, among them Carn- 
ation and General Mills. This campaign, which featured 
a Dutch-door advertisement in the Saturday Evening Post, 
was supported by a record 60% of all U.S. coffee roasters 


APRIL, €958 


and helped boost coffee sales during the summer to an 
all-time seasonal peak 

A survey made by CorreE & TEA INDUSTRIES, formerly 
The Spice Mill, discloses an even larger participation by in 
dependent and chain roasters this year. 

Regional meetings with members of the food and coffe« 
trade were scheduled for Chicago, Minneapolis, Detroit, 
Cleveland, Los Angeles, Atlanta, San Francisco, Birming 
ham, Dallas. Boston, New Orleans, New York. St. Louis 
and Philadelphia 


Powerful tie-in 


This is a related item promotion with real purpose. Ap 
proximately a third of all evaporated milk sold is used in 
coffee. While Carnation brings out the coffee flavor 
has one-third fewer calories than cream. Moreover, more 
cake 


dessert 


is probably served with iced coffee than any other 


The popularity of cake and,” incidentally, is one of 
reasons why a growing number of restaurant operators 
much mor 


now featuring iced coffee. Customers are 


to order food with this drink than wi summerti 


th other 
beverages. Betty Crocker’s special summer appeal in 1! 
is cake chilled in the refrigerator before serving 
To the coffee roaster, as well as the food store, one of th 
important elements in the summer program is the emphasis 
being given to the theme that good iced coftec begins with 
good hot coffee Housewives today are bre wing 
some 40% weaker than they were brewing it 
a serious loss in coffee’s full sales potential 
Iced coffee advertising in 1958 will play 
making a good, full-bodied beverage, no m 


beverage is to be served hot or cold 





Coffee marketing questions 


There are now some 6,000 ttenis 
with which coffee 
thare of the Ct 
planning 
coffee in the position of ce 

J. f i - én 
share of the consumer dollar? 

As it applies to your coffee 


fpem 7 f of pa kdaging, 


( mi pe les for 

nsumer dollar. As 

an ddeqGuate continuous 
1 


m pe {in 


brand hy 
reviewed 
pri mg. Wd 
tributors 
profit? 


you checked 


, P 
have lhe pporlnunity , @€dtnine 


Paul S. Willis, president, Grocery Manufacturers 
America, at the 1958 National Coffee Association 


vention 











5 important steps in our service to the 
Tea Trade 





Old Slip 


Warehouse, Inc. 














Tea Storage 








Blending 


_ Reconditioning 


Repacking 




















Tea Packaging for the Trade 





ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 


37-41 Old Slip, New York 5, N. Y. 


WAREHOUSES AT 
37-39-41 OLD SLIP 


67-69-71-73 FRONT ST. 38-39 SOUTH ST. 
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Tea’s 1958 Midyear Meeting — Keynotes 


a big marketing job 





By ROBERT B. SMALLWOOD, 


Just about everyone agrees that marketing is a very 
necessary but costly part of doing business in America 
today. One of management's toughest problems is to 
how much of the 
operating budget should be 
to this 
comprising the functions of 


decide 


devoted activity, 


selling, advertising, pub- 
licity and sales promotion. 
We in the tea industry 
are now entering a season 
where the role of marketing 
is of crucial importance. For 
it is during this time, from 
until fall, that 
takes the 


running position from hot 


spring iced 


tea over front- 


tea. And it is also the period when total beverage drink- 
ing, and hence competition, is at its peak in this country. 

In to determine far 
marketing effort on iced tea, let’s start with the facts 


attempting how to go in Our 


We know, for example, that iced tea has wide ac 


ceptance in all parts of the U.S. It is consumed in great 


Chairman 
Tea Council of the U.S.A., Inc. 


quantities by men as well as women, and, significantly, 
by youngsters in addition to grown-ups. Iced tea is re 
garded by millions of consumers as an excellent thirst 
quencher, a cooling, refreshing and delicious drink It 
is certainly easy to prepare, available everywhere, and less 
expensive than any other beverage except water 

These are powerful sales points, establishing in iced 
tea the image of being a truly all-American beverage 
In my opinion, the main objective for all of us in 1958 
is to pit our marketing skills against the competitive field 
in getting this story across to the public more convincing 
ly than ever before 

An assignment of this kind calls for teamwork of the 
highest order, and it is fortunate indeed that we as an 
industry group already know how to work well together 

At the Midyear Meeting, 
the promotional 


1958. A 


we'll have the opportunity 
ol 


Council for iced tea in 


learning about plans of the Tea 


fine campaign has been 


t 


developed But good as it is, it can't possibly do th 


whole job alone. What it can do is serve as the rallying 


point for mobilizing a tremendous industrywide market 


effort. To be most ettective, the Council progral 


ing 


(Continued on page 30) 


launching the iced tea season 





By HAROLD W. (CHESTER) CHAPMAN, Chairman 


Launching the iced tea season with a fanfare of facts 
has become the major function of the Tea Association's 
Midyear 

This year’s meeting has been set a few weeks earlier 


Meeting 


than usual so that the news and views expressed can be 
turned to advantage for the upcoming season by all those 
in attendance. 

Thursday, April 17th is the date. We've picked a 
new location—the Crystal Ballroom of the Park Lane 
Hotel, 48th Street and Park Avenue, New York City. 
Again it will be an afternoon affair, starting on the dot 
of 3 p.m. The fast-paced business session will be over 
by 5:00 p.m., leaving an hour or so for socializing in the 
Crystal Lounge. 

What interests people most, of course, is the business 
session at these affairs, and the Midyear Meeting Commit- 


ADO I 
APR | 


1958 


Midyear Meeting Committee 
Tea Association of the U.S.A 


tee has done its utmost provide a_ pre 
be to-the-] rt d tea—meaningful, 


n¢ wsworthy 
Here's an outline of the main itures 
Burns W. Roper, ot Elmo Roper 


famous research organization, will give 


of the pro 
Associate 


i highlight 


} 


ind 
of iced teas position In the summerti 
picture 
Then Dr 
Motivational 


ré sident of the Instit 


the 


Ernest Dichter, 
Researi h, Inc 


its specialized field, will review the 


| 
leading organization 


Pr 


onduct 


results of a 
Iced Tea’ study which his organization 
Council Dr Dichter's 


all in tea as the man who helped lead hot 


file ot 


for the Tea name should be 


familiar to 
tea out of the wilderness with his motivational study of 
(Continued pag ) 





Tea’s 1958 Midyear Meeting — Home Market 


iced tea availability 


in the home 





People know iced tea is good. They'll drink more of it — 


if it’s there for them to drink. 


Just how available is iced 


tea in the home? How is that availability being increased ? 


are the homemaker’s iced tea brewing habits? 
when 


What 
How does she feel about tea brewed in quantity 


be served, 


t 


and where iced tea should loose tea versus 


tea bags? 

How much does she rea//y know about iced tea and its 

preparation and how much is guesswork based on false 

notions? 

pring of 1954, the Tea Council of the U.S. A., 
went directly to the source to get a clearer picture 

of Mrs. America’s iced tea preparation pattern. They 

100 were located in six north 


In the sj 


surveyed 200 housewives 
ern cities, another 100 in six southern cities. The sampling 
was equally divided into regular and occasional servers of 
What made a 


a at least four times a week in the summer 


ced tea regular server’ was consumption 
of iced t The 
occasional servers prepared iced tea less than four times 
i weck, but at least once in two weeks 

Some general conclusions, first 

Almost half of. all North 


South, regular and occasional servers, customarily 


housewives, both in the and 


the 
brewed their tea the recommended strength or stronger 
than the 
again 


However, 53% of the sample used /ess tea 


industry-tested and approved amount of one-half 
as much as for Hot Tea 

In the North, convenience is the keynote. The 
Southern 


tea 
bag habit has taken hold to the extent of 74%. 
ers preferred loose tea; 58% of the housewives used it 
as compared to only 26% in the North, who prepared 
their iced tea with the loose version 

The two stages of preparation, boiling the water and 
brewing the tea, seem to be divided among two utensils. 
Southerners prefer to boil their water in saucepans, said 
59% of them. The teapot brewing method is more firmly 
53% of the Southerners 
questioned prepared the brew in a teapot. 

In the North, the people who boil the water in a meta! 
kettle outnumbered those who use saucepans by 13%, 
the ratio being 51% to 38%. Only 34% of the North- 


entrenched in the South, too; 


5 
a 


YFFEE & TEA 


erners used a teapot; 269% used saucepans 

Users of pitchers and metal kettles for brewing in the 
North outnumbered the Southern adherents of the same 
utensils by better than 2 to 1. 

What type of dispenser is elected for iced tea service? 
Southern hospitality seems to call for the pitcher; 68% 
of them fancy this type of service. Less than half the 
Northerners used a pitcher. Milk bottles and glass con- 
tainers were preferred by Northerners; 439% used these 
containers as compared to only 239% of the Southerners 
The large percentage of unorthodox containers used seems 
to indicate that there is room for the development of a 
dispenser that would fit specifically, into home service of 
iced tea. 

The survey exposed some threadbare spots in the tabric 
An over- 
whelming majority in both sections of the country, 90%, 
stored brewed tea in the refrigerator; 719% were under the 
impression that brewed tea deteriorates if it stands, and 


of consumer knowledge concerning iced tea. 


20% of these were certain that spoilage took place within 
one hour of preparation, The rest were almost equally 
divided in their opinion that tea spoiled either within six 

hours or after six hours. 
These curious concepts about the durability of 
pared tea undoubtedly affect the housewife’s serving 
A thumping 83% of the Southern homemakers 


pre - 


habits. 
rushed iced tea to the drinker within an hour of prepar- 
51% of her Northern sisters did the same, and 
another 41% served it within six hours. 

It may also help explain why a fair-sized number of 


ation; 


both regulars and occasionals serve iced tea only at meal 
times: 29% of the regular servers; two-fifths of the oc- 
casional servers. A tiny proportion »f both groups 
served iced tea only between meals. 

How does the housewife feel about preparing iced tea 
in quantity? More than half of those questioned, 59% 
to be exact, made six or more servings at a time. 

Better than half of both the regular and occasional 


l . - 
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Tea’s 1958 Midyear Meeting — Home Market 


answered “Yes’’ to the question, “Do you like the 
idea of making enough iced tea to have on hand for more 
than one occasion?” But a goodly portion of the group, 
360° of the regulars and 46% of the occasionals, did not 
like making up a batch that would see them through two 
However, when it came to actual prac- 


SCrvers 


or More services. 
tice, 51% of the regular servers often made tea for two 
39% The remaining 10% 
sometimes prepared for two servings. Of the occasional 


occasions; for only one. 
servers, the large percentage of 61 readied iced tea for 
only one occasion. 

Here is a side note that casts an interesting reflection 
on iced tea tie-ins with related food items: 55% of all 
the homemakers questioned did nor pre-flavor their iced 

Of the remaining 45%, 28% used 
lemons and sugar, a small 12% sugar alone, 
used orange, mint, cloves, lime and the 


tea with anything. 


used and 


a fractional 5% 
like, plus sugar. 

Shortly after this summary of the prevailing pattern 
for brewing and serving iced tea in the home was made, 
the Tea Council started putting strong promotion behind 
the “open saucepan,” or concentrate, iced tea recipe. 

Tea people recognized even before the survey, of 
course, that we are living in a period when every food 
is judged by two standards: Is it easy to prepare and 
how long does it take? 

If iced tea consumption in the home were to make 
sizable strides, it would be not only because the drink 
itself was in favor. The housewife would have to dis- 
cover how simply, and with a minimum of fuss and 
bother, she could prepare iced tea. 

To this end, the open-saucepan recipe was developed. 
With this recipe, the housekeeper needs only two utensils: 
a saucepan and a pitcher. 

Here, in a few, easy steps, is how the recipe works for 


the preparation of 10 to 12 servings: 


1. Pre-measure 1; of a cup of loose tea, or remove 
the tags from 15 tea bags. 


2. Bring one quart of freshly drawn cold water to a 


Iced tea with a light luncheon—ideal for hot summer days, the Tea 
Council suggests in this recipe picture for newspapers. 


L, (9S¢ 


full rolling boil in a saucepan. Remove it from the heat 
and while the water is still bubbling, add all the tea at 
Stir. 


3. Brew for 5 minutes, uncovered. Boiling and brew 


one time. 


ing take place in one utensil, the saucepan. 

#. Stir and strain into a pitcher holding an additional 
quart of freshly drawn cold water 

The recipe further suggests that the iced tea be 
served in ice-filled glasses, with lemon (to point up the 
flavor) and sugar to taste. It also specifically instructs 
the housekeeper ot to refrigerate her prepared beverage 
(Note above how commonplace a practice it is to do just 
the opposite. ) 

In addition to cutting down on the number of pots and 
pans the housewife has to wash, the open-saucepan method 
has other attractive advantages for her. She can prepare 
it in half the usual time, because she only has to boil up 
half the required amount of water. Because she uses 
less boiling water, she doesn’t have to scrape her refriger 
ator clean Accurate 


whether she counts out the tea bags or measures loose 


of ice cubes measuring is assured 
tea in a cup, rather than from easy-to-spill tablespoons 

For the past three years, the Tea Council has spread the 
around as widely as 


‘What You 


were 


concentrate, 
possible. It is included in a booklet entitled, 
Should Know About Tea, 
distributed in both 1956 and 1957 

The pamphlet also provides antidotes for the popular 


Open-saucepan rec Ipe 


of which 25,000 copies 


fallacies concerning iced tea. It points out that just be 
cause tea is cloudy does not mean that there is something 
wrong with it. Tea is flavorful when 


it is cloudy as when it is crystal clear, says the booklet 


just as fresh and 


To eliminate the cloud, just add a little boiling water 

It states that tea will or spoil if it is not refrigerated 
On the contrary, you can make a pitcher of tea in the 
morning and keep it on hand, at room temperature, for 


meals or between-meal refreshers, without deteriorating 
or losing any of its just-made taste and quality 
The open-saucepan method has also been encouraged 


called “The Art of 


approximately 1.500 


educational film 


To date, 


through an strip 


Brewing Tea.” there are 
of these around in the nation’s schools 
Publicity and promotion on the recipe have covered 


the areas most likely to influence widespread consumer 


acc eptane e: 
Ss iburban 


1 


1. Food page news releases in metropolitan 


and rural areas 
2. Television 
3. Radio 
i. The home e 
tension services 
5. Girls clubs. Ii 
i-H Clubs 
Home demonstrations throug 
Magazines 
8. Home economics departments 
colleges 
The open-saucepan method has been promoted for thre 
years, The next time a survey is made 
ation habits in the home, the results may be 


and happily—different for the tea industry 





























With a saturation spot radio campaign, 
seven days a week, in the 29 major markets 
millions of people will be reminded again and again 
to have Iced Tea more often. 


These tuneful reminders will go a long way to turn 
occasional tea drinkers into steady customers 
give you your biggest Iced Tea season yet. 


—and to 





500 Fifth Avenue New York 36, N. Y. 
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patterns of 


availability 





iced tea in the public feeding market 


American food is on the whole such a 


is a happy mixture of the influences 
Yet quite a few 


One 
good thing is that it 
of many continents and many lands 


reason 


items on our menu, be it in restaurants or at home, are 


original American contributions. But none 


original American than iced tea. 
of the 


can be more 


To be sure, in the rest world we are known 
better for another American beverage: Coca Cola and 
its sister drinks. But United States iced 
tea outranks in volume every one of the cola beverages 
by a wide margin. And no wonder, because almost 
everybody is drinking iced tea during the hot season and 


quite a number of people are drinking iced tea also dur- 


within the 


ing the cooler months of the year. 

One of the more interesting aspects of iced tea is that 
it has so little relationship to its sister beverage, hot tea. 
One should think that the difference is merely one of 
some 130 degrees in temperature: the one a drink at 
about 170 degrees, and the other about 40 degrees, some- 
what above the ice melting point. And yet, all the sta- 
tistics at our disposal show that there is a world of differ- 
ence between iced tea and hot tea. 

Many people who drink hot tea only at rare occasions 
ire regular iced tea drinkers, and the regions in which 
hot tea consumption is relatively high, as in New England, 
iced tea consumption is relatively low, and in the South, 
where hot tea consumption is relatively low, iced tea con- 
sumption reaches a maximum. 

Another marked difference between the two beverages 
is reflected in the restaurateur’s attitude towards them. 
Hot tea is an item which is still treated step-motherly in- 
many public eating places, although the last years have 
seen considerable progress. 

The trouble stems from the traditional way of making 
tea in restaurants: to prepare the tea in individual servings 
whenever it is ordered. 

While this makes very good tea indeed, it is not quite 
to the restaurateurs’ liking, because it is a cumbersome 
time-consuming process. Only items which are prepared 
in bulk and quantity promise the required profit margin 
restaurateur. 


TeaMaker, produced by Food Machin- 


which is now in its launching 
with the Auto 


to the 

The Automati 
ery and Chemical Corp., 
tage, should bring about changes here 
matic TeaMaker hot tea will make a big step forward in 
public eating places 


I 
But with iced tea there was never any problem as to 


S 


how to prepare it in quantity well in advance of servings 
Eighty percent of all restaurants, 90% of ali hotels, 90% 


A 


of all cafeterias serve iced tea, and even one-half of all 
the drug stores and luncheonettes are serving iced tea 
and all these places prepare it in bulk. 

To be exact, 95 out of 100 public eating places which 
serve iced tea prepared it in quantity. Ten percent of them 
serve it, if the customer asks for it, freshly made in pots. 

On the average, each of these places prepares iced tea 
four times a day, in batches of one or two gallons as 
a rule; but 10% of all places prepared four gallons or 
more each time. 

One might ask: what more progress can be expected 
from such an advanced vantage point ? 

One direction in which progress is still possible is 
improvement in quality. Only one out of every three 
public eating places prepares iced tea in the proper 
strength: that is, using at least two ounces of dry tea per 
gallon of iced tea. More than half of all public eating 
places use only one ounce or less per gallon. By every 
standard and taste test, so weak an iced tea does not show 
the beverage to its best advantage. And we know that 
especially in the beverage field even small nuances of 
taste are important competitive factors. 

In short, then, iced tea consumption would undoubtedly 
increase if a greater proportion of public eating places 
would prepare its tea in the proper strength. 


(Continued on page 24) 


One of the ways 
iced tea availabili- 
ty might be in- 
creased is through 
automation in pre- 
paration and serv- 
ice. The FMC Tea- 
maker is a_ push- 
button unit which 
supplies iced tea, 
as well as hot. 
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the 1-2- 


3 story 





solid groundwork has been laid for more availability 


of iced tea in restaurants and institutions in 1958 


In the spring of 1957, the tea industry came up with a 
magic formula for solving the two-horned dilemma of iced 
tea preparation in the restaurant field: (1) How to simpli- 
fy quantity brewing of iced tea so that the operator would 
always have plenty of this popular drink on hand; (2) 
how to achieve a full-flavored, rich serving that compares 
favorably with the iced tea a customer is accustomed to 
drinking at home. 

The magic formula is the 1-2-3 method, which means 
a simplified concentrate preparation of tea that is as 
easy to figure as 1-2-3. For every gallon of the finished 
product required it means one quart of boiling water, 
two ounces of tea and three quarts of cold water. 

But even though the tea experts were unanimous in 
that the 1-2-3 method simplified preparation 
of tea and provided a uniformly good finished product 


agreeing 


in the test kitchen, the question remained as to how it 
would perform in practical operating experience. 
Extensive field testing in public feeding operations of 
all types and sizes, in various sections of the country, 
1956. 


were unanimously excellent: the 1-2-3 method was easy 


went on throughout the sumer of The reports 
to understand, easy to explain, easy to do. 

Also, the 1-2-3 method had some major advantages for 
restaurateurs: (1) The amount of boiling water to be 
heated and handled is reduced to a minimum; (2) Figur- 
ing out ingredient amounts becomes a simple arthmetical 
operation; (3) No cooling-off time is required—tea is at 
room temperature as soon as it is made, so less ice is 
required, 

Most important, each serving of the beverage that 
grosses 85% profit is uniformly good when turned out 
by this method. 

Encouraged by the field test reactions, a full-scale pro- 
motion of the new method was launched in 1957. 

Tea salesmen were provided with three selling tools 
An iced tea dial that told at a glance the ingredients to 
use for any quantity from 1-15 gallons; a recipe card 
that did the same; and a brochure explaining the method, 
which contained its own recipe card. Over 370,000 of 
these three sales tools were distributed in 1957. 

While tea salesmen carried this story to their accounts, 
the Council's field men covered 46 markets giving presen- 
tations and live demonstrations to restaurant association 
meetings and other groups of restaurateurs. 

To support the introduction of this new preparation 
method, a full line of display materials was made avail- 
able, including: full-color, die-cut back bar pieces, back 
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1-2-3 selling tools for tea packer salesmen: brochure, recipe card 
and iced tea dial. The dial tells quantities at a glance. 


bar strips, menu tip-ons, and giant-size printed dic 
IC ed tea glasses. 

Over 2,700,000 pieces of these materials were distribu 
ted during the summer of 1957 

In addition, the two pronged preparation-promotion 
campaign was given a big exposure at the tea industry's 
60-foot exhibit booth at the National Restaurant Associa 
tion Show in May. Continual live demonstrations spot 


lighted the ease and simplicity of the new | 


3 iced tea 


brewing method. 

By the fall of 1957, reports coming in 
the United States were unanimous in 
thing that ever happened to 


from 
ners of tl 


thusiasm: ‘1-2-3 is the best 
iced tea.” 


Now, in 


restaurants, via 


goal of better iced tea in more 


1958, the 


1-2-3, will be pursued even more ener- 


getically. 

More iced tea dials, at a cost nearly 409% less, are on 
hand. Improved versions of all other preparation and 
promotion material can be held in still larger quantities 
than in 1957, 

Again, a big feature of the push is the National Restau 
scheduled to take place in Chi 


Association Show 


cago, in May. 
booth, the Tea Council will place even greater emphasis 
Restaurant operators will receive 


rant 
In the new, especially-designed exhibit 


on live demonstration 


(Continued on page 38) 
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ICED TEA 


Is The RIGHT REFRESHMENT... 
Made With INSTANT TEA 


Your food store customers . . . your institutional 





accounts can make more profit dollars on iced tea 
promotions this summer, featuring your brand of 


instant tea. 


THIS SUMMER 


INCREASE YOUR SHARE 


OF TEA SALES 


A quality instant tea packed under your label or one 


of our control brands can jump your summertime 
sales and profits. And we support you with pro- 
motional planning and merchandising material that 


will suit you to a tea. 


Wire or telephone for samples and prices — TODAY 


COFFEE INSTANTS, INC. 


133-23 35th AVENUE, FLUSHING 54, N. Y. 


America’s Leading Processor and Merchandiser 
of Instant Coffee and Instant Tea 
for Private Brand Distribution. 
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Field 
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Slater Food Service Management finds iced tea a good seller all 
year round. Here's how Slater displays it in limited space. 


This Slater iced-tea display is in a cafeteria setup. Tea Council 
cut-out, cracked ice, tea dispenser and lemon wedges invite diners 
to help themselves. Slater is biggest in its field. 


Stretching the iced tea season 


NBO I 





It works, tests show. 


Here’s how availability 


—and promotion—after Labor Day affects sales. 


For some reason that tea people have never been able 
to fathom, the period following September Ist is generally 
regarded as a never-never land for iced tea dispensers, back- 
bar strips, waiter suggestions, and all the other sales ideas 
that bolster iced tea’s popularity only days earlier. 

We know that the restaurateur earns a big profit on iced 
tea. We also know that the consumer wants and orders 
If it were made readily 
why shouldn't 


cold drinks during the cold seasons. 
available during the so-called “‘off-season,” 
that cold drink he orders be iced tea? 

On the basis of the formula that availability equals sale- 
ability—and the case histories of many restaurants—11 
packers cooperated with the Tea Council on a test project to 
“'S-T-R-E-T-C-H The Iced Tea Season” in 1957. 

The Tea Council agreed to supply kits containing special 
instruction and promotion materials. The packers, in turn, 
were to assign ten of their expert institutional salesmen to 
the project. Each salesman was to select ten accounts, ap- 
proach them before Labor Day, and persuade them to go 
along with the following suggestion: 

Instead of cutting off his iced tea promotion, taking 
down signs and relegating the iced tea dispenser to the base- 
ment on September Ist, he was to plunge into a new pro- 
motion to sell more iced tea. Bar strips, easels, all necessary 
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display materials were to be spared the mothballs and left 
in place. The salesman would supply additional materials 
where necessary. 

The campaign was to go ahead full power, as it did dur 
ing the peak season, complete with waiter-suggestion, in 
ternal waiter-contests, combination food-iced tea specials 
at special prices, et 

It was planned that this sales test be launched in two 
Stages. First, an initial spurt of promotion to last one and 
a half to two weeks, followed by 
period during which iced tea was to be prepared as usual 
Then, a few wecks later, 

By the end of October, or at the latest, early November 
restaurant operator, salesman and packer would have a fair 
picture of how feasible it was to stretch the « ed tea season 

Packer with a 
series of letters. 
project, and was accompanied by promotional material 
A second letter tickled the salesman, encouraged him to 


a comparative ly quiet 


more concentrated promotion 


management got their salesmen started 


The first served as an introduction to the 


keep moving on the campaign. 

Using special forms, the salesman was to keep a record 
of progress made in the restaurants and chains he had 
selected. 

(Continued from page 31) 





Great way 


to pep up 
tea and sales! 


Lemons sell tea. Tea sells lemons. Both sell 
each other. Naturally! 

Over half of all the iced tea made today 
is taken with lemon. More than a quarter 
of all the hot tea, too. 

Lemon-with-tea is a national institution. 


Profitable for grocers. It was created by 
Sunkist advertising... by an unbroken 40- 
year advertising effort...and by the fine 
work of the Tea Council. 

You’ll be dollars ahead when you team 


up lemons with tea. 


Sunkist Fresh Lemons 


COFFEE & TEA INDUSTRIES and The 
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iced tea dispensers 





a key to availability in public feeding 


Beverages are often ordered on impulse in the institu- 
tional field. Place them where the customer is, display 
them attractively, and the sales battle is over except for 
minor “mopping up” operations at the cash register. 
How does this merchandising theory apply to iced 
In an attractive dispenser, the sight of the sparkling 
act on a patron coming in- 
sidewalks like the 
It leads him to 


tea? 
amber liquid can—and does 
to the restaurant from Sahara-like 
buzzing of a bell did on Pavlov’s dog. 
drink, 

Here is a highlight review of what 


penser manufacturers and distributors are doing to put 


some of the dis- 


iced tea on appetizing display. 


Sieling’s 250,000 “‘Ollas” 


The Sieling Urn Bag Co., a giant in the field, is an 
example of what can be accomplished when a manufactur- 
er decides to take advantage of the popular demand for 
iced tea by promoting and advertising his product to 
the hilt. 

Sieling specializes in iced tea containers. 
“Iced Tea Olla’, a name that Edward H. Sieling, presi- 


dent of the company, coined several years ago, has become 


The Sieling 


practically synonymous with the banded glass keg type 
of dispenser. 

Says Mr. Sieling: 
pensers were more or less of a novelty. A 
sold here and there. At that time the iced tea dispensers 
converted brown ice 


“Before World War Il. iced tea dis- 


few were 


were the gray or water coolers. 


This stainless steel iced tea dispenser 
is distributed by the Sieling Urn Bag 
Co. — but president Edward H. Sie- 
ling likes to see iced tea in glass, 
where the beverage is visible to rest- 
aurant customers. This visibility is a 
big factor in selling iced tea, he 
feels, Nevertheless, he admits the 
trend is to metal for dispensers. 
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Sieling Urn Bag's famous 
“Olla". He has sold an aston- 
ishing number of these glass 
iced tea dispensers in the nine 
years since he developed them 
— 250,090. He reports sales 
now at about 45,000 “Ollas” 
a year. The two-gallon size 
outsells the three-gallon unit 
25 to one. A five-gallon "Olla” 
is also available. 


With nothing better to be had and nobody pushing the 
sale of iced tea, they were good enough. The very best 
year that we ever had with the converted ice water con 
tainers was almost 1,000 in 1948.” 

In 1949, Mr. Sieling got the idea of an all-glass iced 
tea dispenser, one that would “really display and show 
off that wonderful looking beverage.” 

Mr. Sieling is an up-and-at-'em 
1950, his company had pushed 
effectively that they sold better than 10,000 during the 
In nine years, Sieling racked up a sales record 
million 


merchandiser By 


the glass dispenser sO 


first year. 
of approximately 
“Ollas”’. 

Today, Sieling sells annually, 
with the PAF 6 Button Faucet. He 
with a less expensive faucet 

Undoubtedly, Sieling’s fabulous success story has its 
basis in Mr. Sieling’s belief that “just about every type 
iced tea dis 


iced tea 


one quarter of a 


about 35,000 “Ollas’ 


sells another 10,000 


and size restaurant does or should use an 
penser. The real large ones use the automatic iced tea 
brewer, while any restaurant using ten gallons or less 
should use the two-gallon, three-gallon, five-gallon or 
two five-gallon dispensers.” 

Mr. Sieling backs up his convictions with advertising 
Potential customers receive a chain of 
that the “Olla’’ can be had 


2 | 


and promotion. 
sales letters, announcing 
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igain, issuing last calls for the dispensers, and so on. 
Mr. Sieling is sold on his product, and on iced tea 

At first the “Olla’’ was made only in the two and three- 
gallon size. Sieling has since put a five-gallon on the 
market We are also producing a heavy duty five-gallon 
for use in the kitchen.” This last is a twin urn 

Although we probably sell about 25 two-gallon iced 
tea Ollas to one of the three-gallon s’ze, we have one 
account who has sold as many as 8,000 of the ‘‘three- 
gallon size in one year,” says Mr. Sieling. Price depends 
on the quantity ordered; the larger the amount, the less 
is the cost per individual Olla. Ollas are comparatively 
inexpensive, however.” 

Ollas” are sold to tea companies and restaurant supply 


that 


handle them on a “deal” basis: buy a certain amount of 


houses Mr. Sieling feels tea suppliers usually 
one or two-ounce tea bags, and get a dispenser. 

One dark cloud on the horizon of iced tea’s availability 
via the dispenser is pointed out by Mr. Sieling. 

The trend, and one that I am sorry to see, is to put 
Sales of iced tea will 


never again see increased sales unless something is done 


iced tea into a metal container. 
to offset the fact that this wonderful beverage is again 
being hidden in a metal container.” 

Mr. Sieling makes this comment for unselfish reasons. 
Sieling also makes a stainless steel and an aluminum 
dispenser, So no matter which way the trend goes, Sieling 


can go with it 


Cecilware-Commodore’s “unusual” dispensers 


Single iced tea dispenser sales by the Cecilware-Com- 
reports Murray Kaplan, vice 
president, are growing at the rate of about 15% annually. 
offers a complete line of dispen- 
sing equipment, from glass to stainless steel. 

Single iced tea urns with Pyrex glass containers, come 


modore Products Corp., 


Cecilware-Commodore 


in two, three and five-gallon sizes at a cost of $70 to 
$110 
Available also is a less expensive line of stainless steel 
from $35 to $69, 
Cecilware-Commodore that the 
of selling beverages is of the utmost importance: “A 


decanters, at a cost of 


believes visual aspect 
customer who sees his iced beverage prepared in some 
makeshift 
tainer, tea poured over insufficient ice to make a luke- 


manner ice scooped out of some spare con- 


warm soup, inadequate water glasses used for serving 
this customer soon loses his thirst.” 

Each of their decanters is clearly marked “Iced Tea” 
This helps immeasurably,” says Donald Blagg, advertis- 
ing account executive, “in creating the desire for iced 
tea. A customer need not ask ‘Do you serve iced tea’? 
and it is surprising how many restaurants do not when they 
for he knows the affirmative answer without ask- 
ing.” (The underlining, incidentally, is ours.) 


thould 


Most popular seller among the single decanter is the 
three-gallon size, with the five-gallon a runner-up. “We 
very rarely have a call for larger than five-gallon capa- 
city,” says Mr. Kaplan. He feels that while there is a 
lot to be said for stainless steel—it’s handsome and clean- 
looking—glass equipment that makes the contents visible 
has extra eye appeal. 
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This is the Cecil- 
ware single iced tea 
Pyrex 
container. Cool- 
amber tea 


urn, with a 


looking 
is a sales aid, com- 
pany declares. 


Cecilware-Commodore offers customers an extra little 
gimmick, a separate ice compartment. This ts a stainless 
steel cylinder, closed at the bottom, that can be filled with 
cracked ice or ice cubes, and placed vertically down the 
center of the container. It sells for $26. Mr. Kaplan 
has found, however, that only 5% to 10% of his cus- 
tomers order this attachment with their equipment. 
Cecilware-Commodore covers institutions, restaurants 
and luncheonettes through qualified dealers. The field 
to watch, Mr. Kaplan notes, is the fast food operation. 
There has been a marked increase of interest in dispensers 
in the type of operation that is built around counter 


service or where waitresses work out of bays. 


Robinson Clay’s keg 


The Robinson Clay Products Co. manufactures the 
earthenware keg dispenser in gray clay with a blue band 
around it. Paul Gaye says that his product is sold 
through restaurant supply people. 

The ceramic kegs come in 2, 4, and 6 gallon sizes and 
are inexpensize—$2 to $5.65, plus $1.45 for a chrome- 
plated push faucet. 

Robinson has been turning out dispensers for at least 
20 years. For the past ten, production has been limited 
to only three sizes. 

Mr. Gaye estimates that the two-gallon size is the 
most popular, probably for use in luncheonettes, lunch 
wagons and similar operations. 

About three years ago, the company came out with a 
tan-colored, beflowered version of the clay keg for use 
not so much in restaurants as in the home. These 
dispensers are sold through retail outlets like garden and 
furniture supply houses, hardware stores, and so on. 
They are slightly more expensive than the institutional 
model. 

Mr. Gaye estimates that his sales have been on the 
increase every year. 
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National Stamping’s stainless steel dispenser 


The dispenser put out by National Stamping & Electric 
It has only been on 
the market for two years, but Wesley Campel, general 
of the have been 
along steadily. 


Works is a newcomer to the field. 


manager company, says sales going 

National’s dispenser comes in one size, three gallons 
It is constructed entirely of stainless steel (for strength 
and appearence) except for a glass liner. The chrome- 
plated brass faucet is designed, according to the spokes- 
man, for as quick as possible delivery of the beverage. 
The unit has a polyethylene plastic cover for the top, 
to keep odors out. 

‘Iced Tea” appears in frosty letters on the face of the 
container and space is left for the distributor's advertis- 
ing to be imprinted, also. Tea suppliers can take ad 
vantage of this for promotions. Sales are also made direct 


and through distributors, 


Hall China’s big teapot 


For more than 35 years, this pioneer china company 
has been producing an iced tea dispenser shaped like a 
big teapot, with 1144 and 214 gallon capacities. It is 
intended for counter service. 

Comments M. W. 
manager of the company, “Whether you are sitting in the 
front or back of the restaurant, the shape of the dispenser 
tells you, better than any marking or lettering can, that 


Thompson, treasurer and general 


this restaurant has tea available.” 


About three years ago, Hall went into the manufacture 
of a five-gallon dispenser, shaped like a big crock or 
cylinder. But, says Mr. Thompson, “We still sell more 
of the 14% 


Hall's dispensers 


gallon size.” 


are in the moderate price group, 


30. 


9 
ranging from a cost, to the restaurant, of $7.50 to $ 


While Hall sells through hotel supply dealers, “we sell 


mainly to special channels, such as the tea distributors. 
In practically every case, the teapot dispenser is used as 
a promotion item.” 


For three and a 
half decades, this 
big teapot has 
been dispensing 
iced tea from 
counter-tops. The 
144 gallon size is 
most popular. 
Teapot shape, 
alone, tells clear- 
ly that the restau- 
rant has tea avail- 
able. Hall China 
also makes a five- 
gallon dispenser 
shaped like a big 
crock. 


National Stamp- 
ing's dispenser, 
stainless steel and 
glass lined, with 
windows to show 
the contents. 
"Iced Tea'’ in 
frosty letters 
makes the bever- 
age unmistakable. 
Space at the top 
can be used for 
slogan or brand 
imprint by tea 
supplier. 


There are many ways in which suppliers use dispensers 
One of from Hall's 


deal.” For the purchase of a certain 


as promotions. the most common, 


experience, is the 
number of tea bags, the buyer can also get one of the pots 
at a special price. 

Mr. Thompson remarked that Hall's volume is pretty 


steady year after year 


Straus-Duparquet’s serving urns 
Straus-Duparquet, Inc., does not manufacture dispen 


It is a top national distributing outlet for serving 


urns constructed of both stainless steel and glass, in the 


sers 


$40 to $150 price range. 


According to Harry Benowitz, assistant vice president 


the model that is still most popular is the one with a 


glass container that holds the brew and a stainless steel 
understructure: ‘It’s easy to handle, good-looking, pro 
vides greatest visibility.’ 


The three-gallon size is most in demand here 


Dripcut Gessler’s “phenomenal” increase 


There is hardly a food service operation in the United 
States that can’t use an iced tea dispenser,” says Philip 
Goldman, executive vice president of the Dripcut Gess 
restaurants and institutions 


As evidence that 


ler Corp. 
this need, Mr. Goldman reports that 


are awakening to 
it first started manu 


his company’s sales increase, since 


facturing dispensers ten years ago, has been “pheno 


menal.”’ 

A portion of this, Mr, Goldman is certain, should be 
credited to the enormous surge in the popularity of iced 
tea. 

However, the company’s Starline dispensers are made 
to hold any non-carbonated beverage. So, increased iced 


tea sales are not the whole answer. 


Mr. Goldman claims for the Dripcut Starline Division 
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This new alum- 
inum iced tea 
dispenser has a 
recently devel- 
oped anodizing 
finish which the 
manufacturer 
says preserves 


flav- 


color 





beverage 
or and 
and cleans eas- 


ily 


the title of the largest manufacturer of dispensers for 
non-carbonated beverages. The Starline includes nine 
different models; it is the only Plexiglass unit on the 
market. The $25 model has a pushbutton faucet; all the 
others are equipped with Wyott or handle faucets. 

Iced 
of food service operation 
“it seems to be one of the most universal small pieces of 


tea dispensers are used in practically every type 
‘In fact,” says Mr. Goldman, 


equipment, as far as usage goes.” 

The three-gallon dispenser is the most popular size. 
However, this is closely followed by the Starline model, 
which has a 414 gallon capacity. The smaller 2144 gallon 
units, while used to a large extent, rate third in terms 
of quantity sold. 

Starline dispensers are distributed primarily through 
food service equipment dealers, and to a limited extent 
through ‘coffee and tea distributors.” Mr. Goldman feels 
that distribution through the latter outlet has been some- 
what slower. Since these suppliers usually give dispen- 
sers away, they purchase the items priced the lowest and 
veer away from the costlier dispensers. 

“However, as the market has grown and the demand 
has increased, more and more of our sales have been 
made through the coffee and tea distributors,” he adds. 

Sales through both sources—restaurant equipment deal- 
ers and the tea trade—'have improved substantially in 


the last few years.” 


Star Metal’s models 


There is a growing awareness among restaurant opera- 
tors that for just a little ice, a slice of lemon, and a straw, 
they can collect an extra nickel for a glass of tea. This 
is a factor that has contributed to a considerable increase 
in the sale of iced tea dispensers since World War II, 
according to Irving Greenstein, of the Star Metal Manu- 
facturing Co., Inc., sales department. 

Star Metal puts out single and twin models in heat 
resisting glass containers, with stainless steel body and 
cover. Their capacity is three and five gallons, and the 


24 


COFFEE & TEA 


Size is 


company finds that both sizes sell equally well. 
Prices 


determined by the scope of the feeding operation. 
of the line go from $130 to $500. 


Wear-ever’s anodized aluminum 

A new Wear-Ever aluminum iced tea dispenser has 
been introduced by The Aluminum Cooking Utensil 
Company, Inc., New Kensington, Pa. 

Available in either golden glow or silver glow finishes, 
a new anodizing process provides extra hard, smooth and 
easy-to-clean surfaces which resist stain and are said to 
preserve the true flavor and color of the beverage. 

Tea is dispensed through a Sieling faucet. This self- 
closing faucet has U. S. Health Department approval. 

Full-color decals on the dispenser help to promote the 
sale of iced tea. The Wear-Ever dispenser has a two- 
gallon capacity and has an overall height of less than 20 
inches. Clearance under the faucet is 51/4 inches, 

This is by no means a comprehensive survey of all the 
factors—manufacturing and d’stributing—in the iced tea 
dispenser field. However, these are large and typical in 
the field, and demonstrate quite clearly that dispensers 
particularly of attractive models—do much to further 

} 


iced tea sales. 


patterns of availability 
(Continued from page 16) 





It is probably that the relative weakness of tea in so 
many restaurants is not so much a question of miserli- 
ness, but rather a lack of education and understanding. 
The problem is to make the cperator understand that the 
improvement in quality from a few more pennies worth 
of tea brings in those pennies many times over in in- 
creased consumption. The tea industry has here a major 
educational task. 

This brings us to the second point, at which some 
progress can be expected: the preparation of iced tea 
should be made still easier as time goes on. This could 
be accomplished in several ways. 

Perhaps the easiest simplification in the preparation 
of iced tea is the use of the concentrate method. At 
present, only about one-fourth of all establishments use 
it, although it has many advantages over preparing tea 
at regular strength. 

The idea is to prepare tea in concentrate strength and 
then dilute it with cold tap water. The advantage is 
twofold: less boiling water is required and the end 
product requires less cooling because the cold water has 
brought its temperature down. The method has no dis- 
advantages. 

The second way in which the preparation may be facili- 
tated is by automation, as coffee is now made. 

The third way is probably a long way off, and may in 
fact never come: it is conceivable that iced tea would be 
prepared some day by simply diluting a concentrate. So 
far the problem has not been satisfactorily solved. Ap- 

(Continued on page 27) 
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“Why don’t we have 
Iced Tea tonight?” 
MAKE IT AVA/LABLE! 


HENRY P. THOMSON, INC. 
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120 Wall Street 
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just for instants . . . take tea 








Instant tea is selling availability with new aggressiveness; 


a small part of industry volume now, it promises to be bigger 


By JOHN M. ALDEN, Vice President—Marketing 
Coffee Instants, Inc. 


Market indications point to instant tea as the next most 
exciting item in the fast-growing instant food and bever- 
age group of convenience items, 

For years, there has been an ostrich-in-the-sand”’ at- 
titude toward instant tea. I recall a marketing conference 
in the offices of the president of the company that launch- 
ed the first national brand of instant tea. He was frustrated 
by the advertising executives who seriously advised him 
to drop the instant tea project because tea bags offered 
all the advantages the consumer sought. The experts 
were wrong. A prominent TV personality spotlighted the 
fact that it’s no fun to be caught with a bag. And, of 
course, dominant tea processors with heavy investment 
in tea bagging equipment rightly ducked the idea of 
junking the machines and building new instant tea pro- 
cessing plants 

Since the introduction of instant tea a decade ago, it 
has not been particularly blessed by the tea specialists, 
pushed by the food distributors or sipped by consumers. 
Instant tea has been slowly germinating on food store 
shelves—too basic a product idea to die; too neglected a 
beverage specialty to grow 

And now, probably to parallel the meteoric growth 
of instant coffee, big stirrings are going on in the United 
States and Canada. 

Currently, the instant tea share of total tea market is 
just under 4%. At this low base, tremendous sales in- 
creases are bound to develop, with aggressive distribution 
ind promotion by prime processors, distributors and 
chain store operations. 

The basic 
tea bags and bulk tea present powerful use urge, for hot 


consumer advantages of instant tea over 


or iced tea. 

Highly soluble instant tea eliminates the waiting period 
for tea to steep and provides finer control of desired 
strength. Iced tea can be prepared with tap water. Iced 
tea prepared with instant tea can be refrigerated without 
clouding. In addition to convenience, instant tea is less 
wasteful and more economical. And for the more fas- 
tidious folks,messy tea leaves and drippy bags are elimi- 
nated, 

Comparatively, instant tea today stands on a high or- 


ganoleptic threshhold. Uniform quality instant teas are 


a 


The ideas expressed in this article by Mr. Alden are 
his own and not necessarily the views of this publication. 

But instant tea IS newsworthy. It’s a small part of 
tea volume now; it promises to become bigger. 

Leading tea packers have been doing intensive research 
on instant tea. Some are more happy about the results, 
so far, than others. 

But the probability is the self-manufactured brands 
now on the market will increase in the not-too-distant 
future. 

As with instant coffee, regional packers and distributors 
will be able to get into the field without building plants, 
by using the services of a trade processor, such as Coffee 
Tnstants. 

This company has taken the lead. Other trade pro- 
cessing facilities are being readied. 

In addition to the product, these firms supply aggressive 
merchandising. This aggressiveness should not be under- 
estimated. It may be a factor in shaping the future of 
‘nstant ted, 
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now available. Product cuppings reflect aroma that cap- 
tures the delicate fragrance of tea, with inviting clarity 
and rewarding taste. 

With the product revolution of recent years, success- 
ful food processors know that the consumer must be 
served. Competitive pressures provide American house- 
holds with foods of finest values and ease of preparation. 
And now instant tea will be served. 

As the records show, about 75% of the tea consump- 
tion is in the home. That fact points up the importance 
of food stores in the sales destiny of instant tea. Tea 
sales through food stores have been on a plateau for the 
past few years. Tea bag sales have increased the share-of- 
market, but have not increased total tea 
conceded that the tea bag contributed greatly to the in- 
creased tea consumption of the past years. The reason: 
convenience . . . despite the higher price. 

And now a new cycle is starting, offering the consumer 
greater convenience at a lower price, perfectly timed to 
today’s way of life and economy. Instant tea offers the 
quickest road to step-up the present annual consumption 

(Continued on page 34) 
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how Nestea scored last summer 


with institutional operators 





By H. B. BURROWS, Manager Institutional Sale: 
The Nestlé Company, Inc. 


During the summer of 1957, many more glasses of iced 
tea Nestea were consumed at fountains and in restaurants 
than ever before. Moreover, checking with Jim Morris, 
our Nestea brand find that the same 
story came true in homes; more jars of the product were 


manager, I success 


sold in and 


other stores than the previous 


superma rkets 


year. 

The sturdy fabric of Nes- 
tea’s success was woven from 
the threads of 
and 


quality, re- 
search 
The product was introduced 
originally in September, 
1948, although it 
sold institutionally until sev- 
eral years later. From its in- 
however, it had to 
conform to Nestlé’s high 
quality standards. Acceptance in homes formed the basis 
for institutional sales, since consumers like to find in public 


merchandising 


was not 


ception, 


dining places many of the things they buy and enjoy at 
home 


Our research laboratory staffs did not rest on the fact 
that, in Nestea, they had perfected a delicious and con- 
No matter how good something 
improving it In 


veniently prepared tea. 
is there is often a way, somehow, of 
1956, the solubility of the product was heightened so that 


it could be dissolved in ice cold water, as well as hot. 


In 1957, this improved Nestea, already established in 
stores, was introduced to the restaurant and fountain trade. 


No longer did the operator have to remember to add 
boiling water as a starter and then switch to cold. All he 
had to do to get fresh, sparkling tea in one or two gallon 
batches was to empty the appropriate sized envelope into 
an urn add cold water. What's more, his least ex- 
perienced helper could prepare the tea in no more time 
than it takes to draw the water. 


and 


The time saving, compared to other methods of prepar- 
ation, is considerable, and there is no chance of making a 
mistake which would cause the tea to be either too strong or 
too weak. 

Tea is a very profitable item to an operator. This is 
emphasized in a sound slide film illustrating the ease, con- 
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The 


characters to 


venience and fine taste of cold water soluble Nestea 
“opportuniTEA for two,’ 
tell of the growing of tea in Ceylon, India and Indonesia, 
how to prepare Nestea and what Nestlé does to help build 


film, uses cartoon 


consumer acceptance in the way of advertising and point 
of sale material 


What accomplished the most in Nestea sales, particularly 
in the Midwest, was good old word of mouth advertising, 
the most effective kind, as everyone knows. Operators sold 
each other on the merits of the product, dwelling especially 
on the savings of time. When our men called on many of 
their customers all they needed, much of the time, was an 
order pad. The selling had already been done by the 


customers’ colleagues. 


Merchandising aids were supplied which capitalized on 
the national consumer advertising in the big circulation 
women’s magazines and on iced Nestea commercials carried 
by the network TV program, The Gale Storm Show ‘Oh! 
Susanna.” Such advertising established brand recognition 
valuable to an institutional operator since customers preter 


to order trusted brands when dining out. 


On a long range basis—five years or so hence—Nestea 
will have a much greater market and enjoy far bigger sales 
than today. Just what share of the market it will have is 
difficult to prophesy Jim Morris believes that in that time 
a substantial share of all tea served will be of the instant 


type, and I am inclined to go along with him in that beliet 


patterns of availability 
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parently it is difficult to catch the fine aroma of tea i 
anything but the unstable watery solution we drink. But 
there are indications that the use of concentrates ts 
creasing during the summertime, although even the in 
creased level is still very low compared with the us¢ 
of normal tea leaves. 

We 


tea in public eating places may be expanded 


now come to the last avenue along which 


I he re 


no reason why iced tea should be served only during the 


summer months. A considerable proportion of establish 


ments is already serving iced tea far beyond the iced tea 


(Continued 
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ARABAN COFFEE COMPANY, INC. 


Wild Rose Tea and Araban Coffee 
Instant Coffee 


63-66 Commercial Wharf Boston, Mass. 





1898-1958 


1958 marks our 60th year of service 


HALL & LOUDON 


TEA BROKERS 


91 WALL STREET NEW YORK CITY 5 








FAST — REGULAR — MONTHLY SAILINGS 
from COLOMBO and CALCUTTA 
to: U.S. PACIFIC COAST PORTS and VANCOUVER 


NEW YORK VANCOUVER SAN FRANCISCO 


JAVA PACIFIC LINE, INC. DINGWALL COTTS & CO., LTD. TRANSPACIFIC TRANSPORTATION CO. 
25 BROADWAY 802 WEST HASTINGS ST. 351 CALIFORNIA STREET 
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Brisk Flavor! First, drinking Exelusive ““Flo-Thru““® Tea 




















Lipton Tea relaxes you. Then, Bag! Lets all the brisk Lipton 
its brisk flavor picks you up. flavor come through. s 


Answer: Lipton, of course! 
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iced tea availability 
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By ROBERT COMPTON, Chairman 
Brewing Committee 
Tea Association of the U.S.A. 


Much has been done during the last few years to 
improve the availability of iced tea in the great out- 
doors, but it presents many problems which still have to 
be solved. 

The field is so large and the potential returns so great 
that it calls for much greater promotion by the te: 
dustry. 

There are two broad divisions. 
provided by the actual consumer; and secondly, where it 
is purchased from a catering service or concessionaire. 

To begin with, let’s consider the first category—iced 
tea outdoors provided by the consumer himself. 

Picnics, trips to the beach or cookouts in the garden 
present no great problem. The family car has plenty 
of room for a thermos of cold tea—preferably not iced 
and a Scotch cooler filled with ice cubes or a block of 
ice purchased from the local ice store. 

Here the concentrate method of preparation is both 
economical and time saving, provided a supply of cold 
water is available to reduce the concentrate to the right 


Firstly, where tea is 


proportions by using the 1-2-3 method. 

Recent developments have helped to insure a better 
tasting and colder drink in paper cups. This has been 
made possible by the introduction of the plastic lined 
paper cup, in which the ice does not melt so rapidly. 
Moreover, it will not leak even after several refills, and 
it is easier to hold without discomfort, since its insulation 
is good. 

One of the most compelling reason for providing 
iced tea on an outing is that it is a universal family drink 
which is enjoyed by both young and old and avoids the 
necessity of carrying several beverages—milk or soda for 
the children and beer for the grown-ups. 

One outstanding example of this kind of availability 
is to be seen each year at the Annual Scottish Games held 
in the back-country behind Greenwich, Conn. where 
some 10,000 people gather on July 4th to participate in, 
and watch, the traditional Scottish games. The events 
are held on a field with a large expanse of gently rising 
ground, By midday, the field is completely covered with 
picnic parties, all of them with containers of iced tea 
which they consume in huge quantities while they watch 
the pipers and dancers perform in the hollow below. 
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Iced tea is the universal drink—good for young and old. On picnics 
it means taking along just one beverage, instead of several. In this 
Tea Council picture, painted inexpensive muffin pan is a smart serv- 
ing tray for iced tea in paper cups. 


As for the second category, places where drinks are 
purchased after arrival, the concessionaires at beaches and 
parks are well aware of the universal popularity of iced 
tea, and it is almost always readily available. Ease of 
preparation and the profit factor are points that all sales- 
men servicing this type of operation should never allow 
the caterer to forget. 

Unfortunately, there are other outdoor gatherings 
where tea is almost entirely neglected, due to erroneous 
impression of the caterer that the service of iced tea is 
too complicated. This group can be broadly described 
as baseba!l park activities, including all outdoor events 
where the spectators remain in their seats and beverages 
are served to them by vendors working out of a central 
kitchen. The problem of dispensing iced tea from an 
insulated container carried on the back of the hawker—tea 


to which ice and sugar have been added in the service 
(Continued on page 37) 
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By JOSEPH DIZIKI, Co-chairman 


For the past eight months, I have been serving as co-cheair- 
man of the Tea Youth Market Committee 
This committee's assignment was to study tea’s opportunities 
and that is the reason, I 


Association s 


with youth among young people 
presume, why I was requested to write a few words about 
iced tea and youth 

Actually, iced tea and youngsters get along very well 
Based on the most recent figures available—an 


together, 
overall consumption of iced tea by 


Elmo Roper survey 
young people is almost as good as the adult pattern. 

Most important, however, is the fact that 51.2% of 
those three to six years old and 70.8% of those seven to 
nine years old are served iced tea by their mothers during 
the summer. These are highly significant figures. 

Concerning the attitude of youth toward iced tea, the same 
Roper survey covered only those 12 to 17 years of age 
It showed that 66% of this group drank iced tea in the 
summer—-exactly the same as the adult incidence—and 
that 31% of the teenagers would like to have it more often. 

Iced tea’s sales problem, for adults and youth alike, is 
availability 
It is doubtful that children and teenagers are going to take 
the trouble to make iced tea for themselves. But when it 
is on hand in the kitchen at frequent intervals, they will 
consume more of it. 

This reality is identical with the two-part objective of the 
tea industry's present iced tea campaign, which has been 
stated as: 

1. To persuade women to make iced tea available 
more often to their families for meals. 


2. To persuade the other members of the family 


to ask for iced tea more often. 


Spot radio has been chosen by the Tea Council as the 
medium best suited to all these tasks, It was the medium 
used in 1957, and it will be the medium again for 1958. 
And radio delivers a good youth audience. 


In Baltimore, for example, an examination of the figures 
on the listeners developed per average one-quarter hour in 
the 3 p.m. to 6 p.m. time period, when the Tea Council was 
on the air last summer, showed that the audience composition 
was: 

49,740 
24,810 


Men and Women 
Teenagers and children 
In New York City there were well over 1,261,913 im- 
pressions per week on teenagers. 
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Youth Market Committee 
Tea Association of the U.S.A. 


This impact of radio on youth, and particularly on teen- 
agers, has been analyzed by the Leo Burnett Co., the Tea 
Council's advertising agency, in considerable depth in 
terms both of media and the industry campaign in 1957 
This analysis pinpointed the type of programming which 
delivers the most teenagers and children, along with adults. 

The important conclusions to which the analysis points 
are: 

1. Radio is perhaps the best medium for reaching 
teenagers. 
The Tea Council did reach teenagers in large 
numbers on radio during the 1957 iced tea 
campaign in the markets used. 
For iced tea, youth should, and is, being treated 
as part of tea’s total market. In 1958 special 
attention should and will be paid to the spot 
buys to be sure that youth is included in the 
audience reached. 

Our Youth Market Committee has concluded that there 
are three very important points to be drawn from the 
available data on iced tea. 

First, there is no special youth market for iced tea, The 
iced tea market is everybody. 

Secondly, the consumption information indicates an im- 
portant acceptance of iced tea by both youth and parents. 
The practice of mothers serving iced tea to their very young 
provides a refreshing clue to adult psychology and the ‘‘care 
and feeding of the young.” 

Iced tea, for youth, is in competition with soft drinks. 
For whatever reason, parents seem to feel iced tea is as good 
or better for their offspring than soft drinks. This gives 
iced tea a real opportunity to prosper. 

The ¢hird conclusion is that among teenagers of both 
sexes—who constitute the most important market for soft 
drinks—if iced tea were more readily available, they would 
drink more of it. 


a big marketing job 


(Continued from page 11) 





must be supported by all the brand promotion that tea 
companies can afford. 

The race is on, and the stakes this year are higher 
than ever. Let’s make iced tea the 1958 record-breaking 
champion of summertime beverages. 
and The Flavor Field 
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stretching the iced tea season 


(Continued from page 19) 








All told, 210 establishments took part. At this writing, 
reports have been received from 15% of the test locations. 
What were the results ? 

During the first month after the normal cut-off date: 

(1) One-half of the restaurants (16 out of 35) sold 
more than 50% as much iced tea as they had in August, 
the high volume month; 

(2) One-third (12 out of 35) sold between 5% and 
25% as much; 

(3) One-fifth (7 out of 35) sold less than 5% as much. 

In addition, among several “year round” iced tea- 
serving restaurants, where salesmen took it upon them- 
selves to set up fall promotions with “Stretch Season” 
kits, two-thirds (13 out of 21) showed good to excellent 
increases over the previous year. 

An irrational restaurateur prejudice against post-season 
iced tea crops up in the salesmen’s reports. One Buffalo 
entrepreneur explained it as “like wearing a straw hat 


after Labor Day.” 
Pleasant surprises 


However, the test project did stimulate many restaurant 
Operators to try an approach that had not occurred to 
them before—with pleasantly surprising results in many 
instances. 

The manager of an industrial cafeteria, in one of the 
North Central states, who had never served iced tea after 
Labor Day, reported that with the test promotion under 
way, he averaged three to four gallons daily. During the 
peak of his iced tea season, he sold only six gallons, with 
an occasional high of nine. This operator was so pleased, 
he plans to repeat the promotion this fall. 

As an outcome of actively promoting iced tea on his 
salesman’'s suggestion, one restaurant operator was able to 
report that he had sold 25% more iced tea in September 
than he had in August. 

From southern California, two operations reported 
better than 25% increases over the same period the pre- 
vious year. 

Even in the warm climate states, apparently, the restau- 
rant owner can do with a gentle nudge, a timely reminder, 
to keep iced tea available during all seasons, and to let 
his customers énow that it is available. 

Does the idea of prolonging the iced tea season have 
a future? 

A past, too 


In many restaurants, the concept not only has a future, 
but a considerable, and successful, past. These are the 
restaurants where iced tea is served every month not just 
as a convenience at customer request. It is briskly pro- 
moted and pushed. 

Consider the experience of the Slater Food Service Man- 
agement of Philadelphia, recognized as one of the largest 
chain of institutional feeding divisions in the United 
States. 

“We urge our division managers to push iced tea 12 
months a year,” says Bert Wilson, public relations director 
of the company. The appeals are accompanied by display 
materials plus information and ideas. 

(Continued on page 34) 
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oa Pack Company» Ine: 


367 GREENWICH ST., NEW YORK 13, N. Y., Digby 9-0748 


WE PACK YOUR TEA UNDER YOUR BRAND 


Member: Tea Association of the U.S.A 
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a new look at tea, lemons 
and sales 





Recently, Russell Z. Eller was interviewed on the Sun- 
kist Growers’ 50th anniversary of continuous advertising 

Mr. Eller, Manager of Sunkist’s advertising department, 
answered several questions of special interest to the tea 
industry. 


QUESTION: “In your opinion, does the tea packer or 
the lemon grower profit more from cooperative lemon- 
tea merchandising?” 

MR. ELLER: ‘First, let me say I think you've left out 
one important interested party. The food retailer. We 
know that the lemon grower benefits from any promotion 
which steps up fresh lemon sales. And it is our experience 
that tea sales usually increase in ratio during periods of 
related lemon-tea promotion. But the food retailer prob- 
ably profits most.” 

QUESTION: “Why do you believe this to be true?” 

MR. ELLER: “Look at it from the retailer’s point of 
view. When he displays lemons with tea in his grocery 
department, sales increase there. And when he promotes 
tea with lemon in his product department, he increases 
the sales of both tea and lemons. Incidentally, lemons are 
a high-profit and rather high-volume item. So what he’s 
actually doing is bolstering sales in both departments. Cre- 
ating extra volume by smart merchandising of two related 
items. And for my money, no two items are more closely 
related than tea and lemons.” 

QUESTION: “Is it possible, then, that you consider 
lemons and tea primarily impulse items?” 

MR. ELLER: ‘No, not primarily. But definitely re- 
sponsive to impulse merchandising. I think you'll agree 
that tea is a regular, year-round item on Mrs. Consumer's 
shopping list. And lemons, fresh lemons, are unquestion- 
ably an established commodity. Yet we know from re- 
peated experience that tea and lemon consumption can 
be stimulated at the retail level by good in-store selling 
ideas. Retailers know this, too. I'd hate to have to count 
all the supermarkets next summer who'll be putting up 
iced tea-with-lemon promotional materials.” 

QUESTION: “What can a tea salesman do to foster re- 
tail cooperation, to get more of this in-store promotional 
help?” 

MR. ELLER: “Many things. Now, I'm no tea expert, 
but we all know that certain sales practices pay off. For 
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Eller: "A good salesman 
will ask and ask again, for 
displays, for good position. 
Dig for ideas.” 





example, point-of-purchase materials need to be sold on 
every call. A good salesman will ask, and ask again, for 
displays, for good position, and so forth. 
idea to present profit-turnover figures. Often. As often 


It’s a good 


as sales-sense permits. But, personally, I think the best 
way to get retail cooperation is to put yourself in the re- 
tailer’s shoes. Dig for new creative ideas to help him sell 
He's a pretty 
busy guy, but will usually respond to any good plan that 
will help move merchandise.” 

QUESTION: “At some past date, the promotion of 
lemon with tea must have been new, a brand new mer- 
chandising idea. How and when did it get started?” 

MR. ELLER: “National institutions usually do go back 
to an idea that caught on. But the lemon with tea idea 
didn’t start out at the merchandising level. In fact, it 
began—let’s see—about 40 years back as an advertising idea. 
You see, in those days lemons were lemons, very limited 
Sure, people used lemon 
juice to clean brass and copper. Maybe remove stains 
from their fingers. And some folks even drank hot lemon- 
ade, often only when they came down with a cold—al- 
though chilled lemonade was quite popular in the good 
old summertime even then. But that about sums up 
lemon uses 40 years ago. So we invested money to change 
all that. And today, more people buy lemons than those 
who buy flour, catsup or, say, even tuna. There are few 
housewives today who don’t keep lemons handy. And 
they use lemons now in many ways. Why? Because years 
ago Sunkist began to advertise and promote a host of 
little-known uses for this versatile fruit. And we kept 
right on advertising and promoting them. Yes, all 
through the years. And you can bet we promoted the use 
of lemons and tea. It’s a fact, I believe, that Sunkist 
Growers have been promoting tea, hot and iced, longer 
than anybody else in America.” 

QUESTION: “Did Sunkist have any part in making 
iced tea a national institution?” 

MR. ELLER: ‘Definitely yes. The record shows that 
Sunkist’s steady advertising and in-store promoting have 
played a large part in creating acceptance for iced tea in 
America. I don't want to claim credit that isn’t our due, 
but Sunkist was aggressive about iced tea. We actually 
started the ball rolling. And we've had a lot of help from 


your product. Then I'd dig some more. 


as far as popular use went. 


and The Flavor Field 
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the tea people, too. It sure is gratifying to note that 
tea drinkers are now the largest group of fresh lemon 
users. 

QUESTION: “What is your opinion of the future of 
hot tea?” 

MR. ELLER: “You can imagine that no one more than 
Sunkist would like to see hot tea right back there in its 
old number one position. And this reflects the close re- 
lationship of tea and the lemon. A big jump in tea con- 
sumption tomorrow would automatically cause a big 
jump in lemon sales. Frankly, that’s why Sunkist is and 
always has been a staunch ally of the tea industry. We'll 
always give tea a boost. You'll see us keep up our active 
cooperation with the Tea Council. That's a fine outfit. 
Good advertiser. Their advertising campaigns have sold 
a lot of tea. Lemons too.” 

QUESTION: “It’s your opinion, then, that the Tea 
Council’s work is successful ?”’ 

MR. ELLER: ‘Successful? Without question. I know 
many advertising men who point to the Tea Council's 
well-planned campaigns as prime examples of advertising 
power. They've done tremendous advertising and mer- 
chandising. Sunkist values the Tea Council as a partner 
Especially every time an individual tea packer joins the 
lemon-tea partnership. We both help each other. Pro- 
moting tea with lemons helps each packer sell his own 
tea brand.” 

Question: “Your remarks have been most interesting. 
Would you like to add to them?” 

MR. ELLER. "No... Well, maybe this little slogan I 
friends. Perhaps it's pertinent for 
Take tea . 


mention to your 


readers, too. with lemons . and see!’ 


Stewart’s flip-top box for tea bags 


wins two merit awards in competition 


Two merit awards were won by Stewarts Private Blend 
Coffee Co., Chicago, for their packaging of tea bags, it was 
announced at the annual folding carton competition spon- 
sored by the Folding Paper Box Association of America 

Judges naming the year's 100 outstanding folding cartons 
gave two awards to the tea bag carton. 

It won as an outstanding example of potential new volume 
use for a folding carton, and also for general merchandising 
superiority 

The tea bag carton is an adaptation of the flip-top box 


and 


provides sanitary protection by easy closing between 
uses. 
The folding carton was designed by the 


Box Corp., Middlebury, Ind. 


Ace 


Folding 


Flip-top box for Victor Tea Bags 
A flip-top box serves as a merchandiser of tea bags for 
The Martin L, Hall Co., 
coffee under the Victor label 
Holding 16 tea bags, the package has brought 


Boston, which markets tea and 


substantial 
increases” in sales, according to the company. Advantages 
pointed to by Hall are its sturdiness, ease of storing on the 
housewife’s shelf, and easy opening and closing feature 

The flip-top closure on the red, yellow and black carton 
is secured by perforations which can be broken by thumb 
nail pressure along the perforation line. 

The carton is supplied by Fort Orange Paper Co., 
ton-On-Hudson, N. Y 
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Until a few years ago, Slater used to wait until the 
temperature reached 70 degrees before the order went out 
to serve iced tea. Then they discovered that the thirst 
for the popular beverage did not hinge on the thermo- 
meter. 

Slater likes iced tea. “It’s a good seller all year round,” 
says Mr, Wilson. 

Note, please: Slater's divisions are spread out over 
28 states, with the biggest concentration in New York, 
New Jersey and Pennsylvania—definitely not the warm 
weather states. 

The results gleaned from the pilot test indicate that 
a planned program by individual brands for extending 
the sale of iced tea beyond its conventional season could 
sell a lot more iced tea. 

The beauty of this promotion is that it requires no 
extra salesman’s time or expenditure. The salesman 
visits his accounts regularly. He just tacks an extra few 
minutes on his call and puts on a pitch for extending the 
iced tea season. 

Initiating new promotions instead of letting the old 
ones fade away with the last rose of summer can serve a 
vital purpose. It can jiggle the tea salesman out of his 
understandable post-season lethargy and give him a 
chance to get excited about his product all over again. 

Excitement is contagious. 

What its effect would be on the total amount of iced 
tea sold annually in the public feeding establishment 
would be important to observe. 


just for instants . . . take tea 
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of 35 billion cups. To the food store, instant tea offers 
greater profit incentive .. . more sales, more profit dollars 
per lineal foot of space. Five or six facings of instant 
tea, about one shelf foot, can generate the dollar volume 
now requiring six to eight feet of lineal display for 
packaged and bag tea. As supermarkets refixture their 
tea departments, with greater emphasis on instant tea, 
sales of instant teas will spiral upward. Such program- 
ming is already underway in important chain store opera- 
tions. 

And in the institutional field) where increasing labor 
costs and shrinking profits are constantly being fought, 
instant tea is being warmly welcomed. 

This summer, the institutional field will be serving mil- 
lions of glassfuls of iced tea prepared from instant tea. 
By s-mply pouring a one-and-a-half ounce unit into the 
two-gallon urn and adding ice when served, the restaura- 
teur serves refreshing iced tea at lowest possible cost and 
highest profit . . . in an instant. 

In conclusion, marketing analysis definitely establishes 
the fact that instant tea, an impulse item, aggressively 
promoted under important tea brand names, will be 
more dominantly shelf positioned and fixtured in the food 
stores, and broaden the consumer base of tea users as 
well as increase the frequency of usage. Instant tea offers 
the opportunity for creation of new users . . . and ad- 
ditional profitable sales. 
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Tibbetts named vice president 
and general manager of Salada; 
Liptrott heads Canadian division 


H. M. Tibbetts has been named vice president and gen- 
manager of the Salada Salada-Shirriff- 
Horsey, Inc. 


eral division of 

He succeeds R. Edward Liptrott, who becomes vice presi- 
dent and general manager of the Salada division in Canada, 
with headquarters in Toronto. 

The appointments were announced by Grant Horsey, 
president of the international packaged food company. 

Mr. Tibbetts will direct all operations of the Salada di- 
vision, which blends and packages the famous Salada teas 
for markets throughout the central and eastern United 
States. 

A native of Augusta, Maine, and a graduate of Harvard 
University, he served during World War I with the 14th 
U.S. Army Air Force in China. Following the war, he 
joined a major life insurance company as a management 
trainee and management engineer. He was a world travel 
writer for North American Newspaper Alliance, and in 
1950 joined the Lever Brothers Co. in New York City 
as assistant advertising manager for the Good Luck Di- 
vision. 

Prior to joining Salada-Shirriff-Horsey as associate vice 
president last September, he was group marketing manager 
responsible for all advertising promotion and planning for 
several food products marketed by Lever Brothers. 

Mr. Liptrott, who was born in Buffalo, N. Y., has been 


Tea in both the United States and 
23 years. 


associated with Salada 
Canada for more than 


in the tea business as a sales super- 
He later became West Coast di- 
vision manager, with headquarters in Vancouver, B. ¢ 
In 1946, he named manager for Ontario and 
Western Canada, and the following year was appointed 
Toronto branch manager in charge of all Salada operations 
in Canada, from Eastern Ontario to the Pacific Coast 


He began his career 
visor in Western Canada. 


was sales 


Mr. Liptrott became associated with Salada in the United 
States in 1953 when he was appointed assistant to the vice 
president. He was appointed vice president and general 
manager in 1956. With the merging of the Florida citrus 
operations and the Canadian packaged food business with 
the Salada tea organization to form Salada-Shirriff-Horsey, 
Mr. Liptrott was named vice president and general manager 
of the Salada division in the United States with headquart- 


ers in Boston. 


After returning to the United States, Mr. Liptrott played 
an active role in the tea industry of the country. He was 
a vice president of the Tea Association and a director of 
the Tea Council. He served on both the grocery merchan 
dising and marketing research committees of the association 


New ship in Japan-U. S. service 


The Honolulu Maru, newest of the Asaka Shosen Kaisha 
line's express cargo vessels, has entered regular service 
between U. S. Atlantic ports and Japan, calling at Yoko- 
hama, Osaka and Kobe. 


Through this paper passes the flavor 
of the world’s finest teas 


H. DEXTER & SONS, 
Windsor Locks, Conn. 
1958 


World's largest supplier of fine quality, long-fibered, 
porous papers for tea bags and coffee filters. 





Vinnicombe named vice president in charge 


of McCormick’s institutional division 


Edward J. Vinnicombe, Jr., has been named vice presi- 
dent in charge of the institutional division of McCormick 
& Co., Inc. 

According to John N. Cur- 
lett, president of the spice 
and extract house, Mr. Vinni- 
combe’s 


promotion to vice 


president emphasizes _ the 
growing importance we are 
placing on servicing the in- 
stitutional and bulk users of 
our products 

1956, Mr 


been 


Vin 


general 


Since June, 
nicombe has 
manager of the newly organ- 


ized institutional division 


He now 


pany's first vice president to 


hecomes the com- 


E. J. Vinnicombe, Jr. 
direct this phase of its operations. 

Mr. Vinnicombe joined McCormick in 1945 following 
his separation from the Army. During World War II, he 
served in a staff capacity as Lieutenant Colonel, Field Artil- 
lery, in various service commands 

A graduate of the Cornell University College of Hotel 
Administration, Mr. Vinnicombe is one of the few men in 
the United States to hold a home economics degree. Be- 
fore his wartime service, he managed several large hotels 
and resorts in New England 


For a number of years, Mr. Vinnicombe served M«¢ 
Cormick as manager of its bulk and institutional depart 


ment, and later as director of its tea department 


He has also been president of the Tea Association. He 


s now a director of both the Tea Association and the Tea 


Counci] 


Mr. Vinnicombe has been active in civic affairs in Balti- 


more and is now president of the Advertising Club of 
Baltimore, Inc., and a member of the board of directors of 
Buddy, Inc., an organization dedicated to assisting Balti- 
more youth through Police Boys’ Clubs and Boy Scout 
groups. 

He is a member of the Quartermaster Association, the 
National Restaurant Association, the American Hotel As- 
sociation, the Cornel Society of Hotel Men and the National 
Fraternity Pi Kappa Alpha. 

Under Mr. Vinnicombe’s direction, McCormick's In- 
stitutional Division has expanded its products from the tra- 
ditional spices, tea and flavoring extracts to include a num- 
ber of convenience items, such as instant Idaho mashed 
potatoes, now sold in the retail market under the name of 
Fluffy, Idaho Russet Potato Nuggets, dried chopped onions, 
dried sliced onions, and a variety of other products. 


Witt elected to Tea Association board; 


Liptrott resignation accepted with regret 
George N. Witt, of the National Tea Packing Co., has 
been elected a director of the Tea Association of the U.S.A. 
Mr. Witt, widely known in the industry, fills the unex- 
pired term of Hugh J. Davern, who resigned recently. 
The Board also accepted with deep regret the resignation 
of R. Edward Liptrott, of Salada-Shirriff-Horsey, Inc., who 
is going to Toronto as head of the Salada division in Canada. 


Tea an aid in radioactivity ? 


A Japanese pharmacist, Professor Eiichi Hayashi, has 
claimed that 
against deadly Strontium-90 


green tea could be a powerful detoxicative 

He said that the tannin in green tea could combine with 
the Strontium and bring about a ‘‘mutation” in the quality 
of that radioactive material. He added that contaminated 
tea leaves, when brewed, ceased to contain any radioactive 


elements. 





Always ready to serve you. 


CLEMENT M. HAKIM 


Tea Importer 
91 Wall St. New York 5, N. Y. 








TANDAN BROTHERS 


3, SUKHLAL JAHURI LANE, CALCUTTA 7 (INDIA) 


Shippers of 
Fine & Common Indian Teas 


OFFERS WILL BE MADE BY AIRMAILING 
ADVANCE SAMPLES FROM WEEKLY CALCUTTA 
TEA EXPORT SALE, EXSTOCK AND 
DIRECTLY FROM GARDENS. 


CABLE: HIGHPEAK, CALCUTTA. CODE ABC 6th EDITION 











THE PROVEN SALES STIMULATOR 


SIELING'S 
GLASS 
ICED TEA OLLA 


with the new Health Approved PAF 6 Faucet 
The greatest sales booster that 
Iced Tea has ever had. 
Write for prices and details. 
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launching the iced tea season 
(Continued from page 11) 


iced tea availability outdoors 
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that problem a few years ago. Now he returns with a 
study of the iced tea product which should be of vital 
interest to all. 

Finally, C. M. Dering, of the Leo Burnett Co., will 
present the full details of this summer's iced tea campaign, 
together with a preview of the advertising that is going 
to be working for all of us all summer long. 

There is more to the program. As a matter of fact, 
we re working right now on a very special surprise presen- 
tation. But the three featured speakers reviewed above 
should be more than reason enough for tea executives, 
tea salesmen and tea customers especially in and around 
the New York City area, to be out in full strength for 
this year's Midyear Meeting. 

After all, these meetings are held each year for the 
benefit of all those interested in selling more iced tea 
This should include every person 
every tea office within traveling distance of the Park 
Lane Hotel. 

Let's close our offices on the afternoon of April 17th 
48th Street and Park Avenue for the best 


man and woman—in 


and all meet at 
Midyear Meeting ever. 


Red China wants to be first in tea output 


Red China aims to supplant India by 1962 as the world’s 
biggest tea producer, according to an Associated Press report. 

It now ranks third, with Ceylon in second place. 

Radio Peiping announced the 1962 target was set at a 


tea production conference in Hangchow 


kitchen—seems too complicated for these large conces- 
sionaires, and tea is conspicuous by its absence. 

Here is a challenge to all progressive tea distributors, 
since the field is wide open and has been practically un- 
touched. It is a tremendous market. Professional base- 
ball alone played to 32,500,000 captive potential iced tea 
drinkers last summer, and college football to 13,900,000 
in the fall of last year, to say nothing of professional 
football. Race tracks attracted an attendance of 53,- 
800,000 fans last year and over 55,000,000 are expected 
this year, of which over 10,000,000 will be in New York 
and iced tea is practically unobtainable at the tracks 

Last year, for the first time, a test run of iced tea was 
conducted in a drive-in theater, and while the reception 
was good, it was not possible to determine fully how 
much of this market could be influenced towards tea 
Here 
salesmen could carry the development much further. 


again an energetic distributor with movie-going 


On the water, either in sailboats or Chris-Craft. from 
dinghies to cabin cruisers, there is always room for a small 
iced tea dispenser. Most boats supply stores carry suitable 


which fit under the 


into convenient 


containers spaces 


seats or attached to a locker. Boats that do carry iced 
tea soon find that one dispenser is not enough to take 
care of their demand on a hot day, and the tea runs out 
before they make port. 

Finally we come to the outstanding omission 
tea industry on availability of iced tea. 


We where a distributor 


cannot recall any instance 


A re you interested... 


in shipping your teas, coffee and spices in vessels manned by 

% officers and crews specially trained to deal with the problems of 
the trade in which they are engaged and who take special pride 
in stowing, ventilating and caring for these commodities in a 
manner which gives best assurance of sound delivery 


in having your cargoes carried from ports of shipment to destina- 
tion with the least delay 


% in having your consignments given proper sorting on discharge 
as well as proper protection while awaiting de!ivery 


9 in obtaining very prompt settlement of meritorious claims 


if so 


BARBER-WILHELMSEN LINE 
(Philippines, Hongkong 
and Japan) 


BARBER-FERN-VILLE LINES 
Philippines—Malaya— 
Indonesia and Ceylon/U.S.A 


we offer for your consideration the fast modern motor vessels 


comprising the fleets of — 


BARBER-WEST AFRICAN LINE 
(All principal ports on 
the West Coast of Africa) 


For further particulars, schedules, etc. apply to 


Garber Steamshif. Lines, Tue. 


17 Battery Place, New York 4, N. Y. 


Tel. WH 4-1300 





has advocated in his own advertising and promotion 
making of a large batch of iced tea every morning for use 
throughout the whole day. 

The advantages of such availability are manifold. 
Bridge players can refresh themselves with iced tea with- 
viewers can do 


out breaking up a game. Television 


it without having to miss part of a favorite program. 
The prepared iced tea is there, ready for the kids 
when they come in from school or play. It is there for 
the head of the when he finishes cutting the 
and for friends when they drop in to chat and 


house 
lawn 
relax 

Many families find it's easy and simple to brew a large 
quantity of tea at breakfast time, so as to have a supply 
ivailable for the whole day 

With hot tea available at the breakfast time brewing, 
its a very small step to starting the day right with tea 
at breakfast Families beginning this practice in the 
summer may well find it continuing into the winter, to 
the benefit of all concerned 

Che Tea Council's jingle, “Why don’t we have iced tea 


more often?” is excellent. Distributors might add, “Make 


enough to last all day “ 


patterns of availability 


(Continued from page 27) 





season,’ some of them all year around. 
In a 1952 survey, it was found that 16% of all estab- 
lishments served iced tea all year around, another 15% 


served it for six months or more. And promotion efforts 


in the direction of expanding the iced tea season prov ed 
most successful. 

As long as public eating places are as comfortably 
heated as they are, refreshing iced tea will be as good a 
thirst quencher in spring or fall as it 1s in mid-summer. 

Thus, the tea industry's summer campaign, built around 
the iced tea song “Why don’t you have iced tea more 
often?” might well find echo in the public eating field. 

But there, as in the home, the answer will always have 
to come from two sides: from an increasing demand, 
and from having an even better beverage prepared with 


as much convenience as possible. 


the 1-2-3 story 


(Continued from page 17) 





kits containing one of each of the preparation and pro- 
motion pieces, 

At the same time, both before and during the season, 
an internal public relations campaign for iced tea will 
be going on. Restaurant over have 
agreed to remind members about the 1-2-3 method and 


associations all 


to urge them to promote iced tea. 

Dispenser manufacturers will pack official 1-2-3 pre- 
paration instructions with their iced tea dispensers. 

Major public feeding chains also plan to include the 
1-2-3 instructions in the material they send to supervisors 
and individual installations. 

The groundwork has been well-laid for greater avail- 
ability of Iced Tea in 1958. 1-2-3 stands ready to dent 
both prongs of the thorny problem that is, iced tea 
preparation and service in restaurants and institutions. 
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Iced tea availability: a challenge 


Tea doesn’t have a summer slump. It has the opposite 


a summer jump. 
They don't have 


People like it, 
They 


Iced tea is popular 
that it’s good 


to be convinced, through promotion, 
know it 

Why, then, don’t iced tea sales go soaring? Is the 
beverage at its saturation point in the United States market? 

Probably not one tea man in the country feels iced tea 
has reached its full potential. On the contrary, most tea 
are sure that although the beverage is wonderfully 
is enormous. 


men 
popular, opportunity for more volume 


This is more than wishful thinking. Evidence of the 


opportunity keeps cropping up. 

Consider, for instance, last fall’s tests on going beyond 
iced tea’s present frontier in time. Cooperating with the 
Tea Council, 11 packers assigned salesmen to the project 
These salesmen picked institutional accounts and persuaded 
them to keep iced tea dispensers going after Labor Day and 
to promote the beverage 

What happened? 

During the first month after the normal iced tea cut-off 
50% 


date, one-half of the test restaurants sold more than 


as much iced tea as in August, the high volume month 


One restaurateur, who promoted iced tea acti 


September, sold 25% more than in August! 


The test turned iced tea potential into actual tea volume 
What did it? 


availability 


nresent 


Application of a factor which was not ; 
before 
In last fall's tests, it was availability applied to time, 
season 

If people like iced tea, and know it’s good, the key to 
a real increase in sales becomes availability. Make the 
beverage available, where it isn’t now, and people will drink 
it 
tower of 


Soft drinks have turned availability into a 


strength 

In the home, soft drinks are as near as the refrigerator. 
On the road, stop for gas and chances are there's a vending 
machine at the service station. In the subway, at the movies, 
in railroad stations, at ball games, just about everywhere 
there are people, there are soft drinks. 

That availability moves enormous quantities of carbonated 
beverages 

Tea is becoming aware of the challenge of availability. 
That's why the special section on Tea’s Midyear Meeting 
in this issue of COFFEE & TEA INDUSTRIES is focused on 
that subject. 


APRIL 1958 


The articles make clear that iced tea availability is many 
things. In some, progress is underway and the direction 
clear. 
be defined. 

Iced tea availability in the home can be bettered only on 
But groundwork for an im 


In others, even the shape of the problem is yet to 


the basis of existing patterns. 
provement is being laid, in one area, by the Tea Council's 


promotion of the open-saucepan method 


Brewing tea this way, the housewife needs only a saucepan 
and a pitcher, prepares the tea in half the usual time, and 


uses less ice 


tea in quantity 


Moreover, she can more readily make 
and keep it on hand all day, without refrigeration, for iced 


tea refreshers between, or at, meals 


Availability in the home may also grow from product 


modification, as in the family-size tea bag. So far the 


large tea bag has had uneven success. In instances 


some 


distribution has been highly successful In other cases 


tests have been disappointing. It 
full-scale promotion by national packers 


seems to be wait ng tor 


In public feeding, iced tea availability has many aspects 
One is the remarkably simple new way to make and serve 
This Powerful industry 
promotion is paving the 
the problem of iced tea availability in restaurants—pr 


is the 1-2-3 


for it 


the beverage story 
way to dent both prongs of 


ATA 


tion and service 
machines to brewing 


Another answer ts the application of 
FM¢ TeaMaker 


and serving in Here the 
bringing push-button automation 


restaurants 


An old solution, and no less effective now than in the 


past, is the iced tea dispenser These units continue to move 


into public feeding operations in quantities that may amaze 
you. 

Both in the home and the restaurant, iced tea availability 
beyond present patterns into the development of 
new products still a small segment of the 
market, is showing signs of new aggressiveness. New brands 
are likely to come onto the market. Bigger promotion may 


may go 
Instant tea, 


be in the offing 
Outdoors, iced tea has found its way, via insulated jugs, 
to beaches and picnic grounds, although most of the po 
tential here is still untouched 
At the ball parks, however, iced tea is non-existent 
We may expect progress on iced tea availability to be as 
many-sided as the problem. It will come from developments 
already underway and from programs still to be conceived 
The challenge is enormous but so, too, will be the rewards 
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off-shore soluble coffee 





How significant is the problem now? What will be its future 


development? What — if anything — should be done about it? 


A spirited forum session on a highly controversial subject. 


The soluble coffee forum, held the final day of the 
1958 National Coffee Association convention, broke new 
ground. It moved a controversial industry subject into the 
broad daylight of platform discussion. 

Moderating the discussion was Thomas W. Kelly, legal 
counsel for the National Coffee Association. The panelists: 
George Harrison, Harrison Coffee Corp.; C. W. “Tex’’ 
Cook, Maxwell House Division, General Foods Corp.; Aus- 
tin A. O'Brien, Byrne, Delay & Co.; Edward Aborn, Tenco, 
Inc. 


MR. KELLY: You all know that the Soluble Coffee 
Committee was appointed by the board of directors and 
establishment advocated in resolutions of 
various regional associations. The major reason for the 
formation was that there were those in the industry who 
were deeply concerned that extensive importation of 
foreign produced soluble coffee could threaten the con- 
tinuance of the marketing of coffee by normal channels of 


that its was 


trade, 

Almost from the beginning, the committee, with the 
concurrence of the board of directors, established it as a 
principle that this association is entirely opposed to the 
allowance by the producing countries, or any govern- 
mental subsidy or other preferential treatment in favor 
of soluble coffee and adverse to the interest of green 
coffee. It was believed that free, equal and even com- 
petition was an essential minimum requirement and that 
view was shared by all members of the committee. 

Following the adoption of this policy, the committee 
discovered that in Mexico there existed a preferential tax 
which favored coffee going into soluble production in- 
tended for export. This advantage was not made avail- 
able to exported green coffee. The board immediately 
directed that Mr. McKiernan discuss the matter with the 
proper Mexican authorities. His efforts were well directed 
for he has received good indications of a complete suc- 
cess. This is a real accomplishment. 

Currently, the committee has suggested, and the board 
has approved, the taking of steps to bring together re- 
sponsible representatives of the domestic industry with 
representatives abroad to consider together all of the 
aspects of this particular problem. 

Frankly, on other matters the committee has had on 
many issues a considerable variety of views and on some 
points complete differences of opinion. 

The members of this panel are not all members of 
the soluble committee. They are not here as representa- 
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tives or spokesmen for the Committee. They are repre 
senting, in a sense, four different segments of the coffee 
industry. 

Now, the first question is: Is there a problem to the 
American coffee industry of any real consequence, and 
if there is, what is it? Supposing we hear first from Mr 
Harrison. 

MR. HARRISON: If off-shore manufacture develops 
primarily to compete with our national industry and for 
this purpose obtains valuable material costs or tax con 
siderations not available to the entire coffee industry, 
regular or soluble, then it must be obvious that such gov 
ernment-granted special privileges, however desirous for 
the off-shore 
competition when the product is shipped abroad 


unfair 
If Suc h 


economy, become a clear case of 
transfers are permitted into our economy unhindered, then 
this would eventually by-pass our many coffee services 
and the liquidation of such services would be a reasonable 
expectancy. This could hardly be the knowledgeable in- 
tent of green coffee producers who now benefit from the 
greatest mass of promotion, distribution, and sales energy 
found anywhere in the world. Slowly started special 
privileged deals would ultimately become greater and 
greater deals to out-distance each other, and in the long 
run would lead to killing the goose that laid the golden 
egg. 
MR. KELLY: Tex, what is your answer to the question ? 

MR. COOK: Well, obviously, there is a problem or 
we would not be here. I think the real question 1s Is 
this problem real or imagined or artificial? Is it sig- 
nificant or inconsequential ? And is it current or is it 
potential—is it long term? 

If there were a service to the American public by 
virtue of locating processing plants in the countries of 
origin, then I think we would be entirely wrong as an 
industry to oppose it, because it would not be in the 
interest of the American consumer. However, let me take 
just two facets of this and give you my opinion 

In terms of quality I cannot find that there are ad 
vantages. As a matter of fact, if you 
growing country and ship in bulk to this country, you are 
denied the opportunity, or at least limited in opportunity, 
to capture some of the aromatic qualities, and pack them 


process in the 


in an air-free atmosphere, so that I cannot see that there 
could be quality advantages. 

Also, you are denied in most cases the opportunity to 
blend raw materials. They have to be blended in the dry 
powder state in this country, which does not help the 
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product—such blending tends to increase the fines con- 
tent 

Let's review the matter of costs. Labor is a very small 
part, relatively, of soluble coffee processing. There can 
be no advantage of real consequence here. The argument 
has been advanced that freight savings may be of conse- 
quence because you don’t haul the cellulose and the water 
from the growing country to this country. We have gone 
into that rather thoroughly and our figures indicate that 
there is no savings of consequence, if at all. 
faith that if there are no 
a thing, that long-term you cannot 


also hav ¢ 


I just have fundamental 
reasons for doing 
maintain a contrived reason for doing it. I 
great faith in the responsibilities of the growing countries. 
! do not think that there is truly a long-range significant 
problem here. 

MR. KELLY: Austin, what is your opinion? 

MR. O'BRIEN: To answer the question whether or not 
there is a problem here of consequence, I think we need 
simply to develop this problem to its maximum potential, 
which is that all coffee could eventually be consumed in 
soluble form and all of it could be manufactured in the 
producing countries. This clearly demonstrates that we 
are indeed confronted with a very serious problem, and 
to those who might say that it can’t happen here, I say that 
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it already is happening in a small, but ever-increasing, 


percentage We find the imports of off-shore solubles for 
1957 in excess of those of 1956 by approximately 50%. 

MR. KELLY: Ed, do you have an opinion? 

MR. ABORN: I would say there very definitely is a 
there is a problem every time a new competitor 
If a chain decides to make its own soluble 
In George's 


problem 
enters the field 
and build a plant, it presents a problem. 
statement he used a big “if”; I think there is a special 
problem “if” a soluble producer in a coffee-producing 
country obtains a substantial permanent concession which 
in some way reduces his costs either through elimination 
or reduction of export taxes or some special exchange 
category. Whether or not that can grow remains to be 
seen. We know that coffee-producing nations must exist 
on the taxes they obtain through exports of their com- 
modity, green coffee. 

If soluble coffee should grow to any sizeable propor- 
tions, they could not eliminate export taxes, because they 
live on those taxes. I say there is a problem—if that 
big ‘if’ remains a fact. 

MR. KELLY: Can an off-shore producer of soluble 
coffee deliver soluble coffee in this country at a cost less 
than the costs of an American manufacturer, assuming 
that no governmental subsidy or other preferential advan- 


tage is extended to the foreign producer? 
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MR. ABORN: Well, it depends a great deal where you 
are operating. In some coffee-producing countries the 
costs of producing soluble coffee is a great deal more 
than it is in the United States; in other areas it is about 
the same. 

I will try and break it down for you. Labor, of course, 
in any of the coffee-producing nations is at a very low 
rate per hour. General labor earns per day about what 
we pay at Linden, N. J., per hour. However, that labor 
is most inefficient and you will require a great deal more 
of it, and, as Tex said, that type of labor is a very, very 
small part of the cost of producing a pound of soluble 
coffee. Your quality control labor, your technicians and 
engineers, the type of chemists that you have to have in 
a good soluble coffee plant, costs you a great deal more 
than you would pay in the United States. Your fuel 
costs are very high. Fuel in practically every coffee-pro- 
ducing nation is an imported commodity—Venezuela be- 
ing an exception. Items of depreciation will run almost 
identical with those in the United States. Your original 
installation costs will run from 25% to 40% more than 
it will cost to erect the same type of an operation in the 
United States 

We have had little experience, and for those of you 
who have never tried to operate abroad, it might interest 
you to know that in a country like El Salvador, for ex- 
ample, we paid $40,000 an acre for land as compared to 
$9,000 an acre for land in Linden, N. J., just 15 miles 
from New York City. Your 
similarly very high. 

I don’t believe that it is possible, taking the 
producing world as a whole, to produce a pound of 


construction costs are 


coffee- 


soluble coffee at any lower cost in a coffee-producing 
nation than a modern, efficient plant can produce it for 
right here in the United States. 

MR. KELLY: Those being the facts, Ed, tell me 
why did you or your company go off-shore ? 

MR. ABORN: There are 
of all, it was the belief of our company that it 
fectly natural for a nation which produces a raw com- 


this 


a number of reasons. First 


Is per- 


modity to want to process it, if it possibly can, so that it 
can export a finished, processed commodity rather than 
just a farm product. We found a very welcome recep- 
tion on the part of the coffee-producing nations when the 
idea was brought to them. We found a very helpful at- 
titude within our own State Department. They believe 
that the Western Hemisphere’s solidarity, the peace of 
this part of the world, can be greatly enhanced, if the 
standard of living of those countries can be raised, and 
one of the ways of raising the standard of living of the 
coffee-produc:ng nations is for them to industrialize. It 
therefore became apparent that going into the soluble 
coffee business in the producing nations would be going 
into business in an area where the business atmosphere 
would be very helpful. 

Another reason that we went to the producing coun- 
tries and I want to emphasize this point, is that we did 
not go there as a foreign operator. In each of the com- 
panies that have been formed for the production of 
soluble coffee abroad, approximately 50%, and in 
case considerably more than that, is locally owned. 
are only a part of those companies. 

We felt that it was very sure that some of these cotfee- 


voIng 


one 


We 


producing nations, if not all of them, were at least 
to get their feet wet in trying to produce soluble coffee. 
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We believe it would be to our advantage to be part of 
that. 

I would like to point out that while we have been ex- 
panding abroad, we have also been very materially ex- 
panding our facilities at Linden. As you know, 
there are now two foreign plants in production and one 
under construction. At the same time, my own company 
has launched on its biggest expansion program in_ its 
history at Linden. I mention that to emphasize that even 
at Tenco we do not feel that the off-shore production of 
soluble coffee is the ultimate end. 

There is just one other reason for our going abroad, 
and that is that since the inception of our company we 
have been in need of additional production of good 
quality coffee. Here was a way for us to get additional 
production without having to make all of the investment 


own 


ourselves. 

There is one other thing I would like to point out, and 
that is we have given very serious consideration to the 
opportunities that plants in producing countries have for 
export to other areas in the world. Soluble coffee offers 
the possibility of consumption of coffee in areas where 
it is virtually not consumed at all. 

It might interest you to know that in El Salvador we 
are packaging soluble coffee in a one-cup packet, similar 
to the one-cup packets you see here in the United States. 
The sales of those one-cup packets in E] Salvador to the 
local population are at fantastic levels, far beyond any- 
thing that we would have believed possible. And where 
are they being consumed? By the lowest income groups. 
Those people don’t have the money to buy a half pound 
of regular coffee, not even a quarter pound, but they can 


pay five centavos for one of those little one-cup packets. 

Today, the soluble plant in El Salvador is doing about 
50% of the local coffee business of El Salvador, and we 
believe, as a result of that plant, the consumption of coffee 
in El Salvador already has increased some 30%. 


We believe these things will happen not only in pro- 
ducing countries, but in areas of the world where coffee 
has not previously been consumed. We look to the de- 
velopment of those markets with the product made in 
the producing countries. 

MR. KELLY: George, do you have any thought re- 
garding this? 

MR. HARRISON: Oh, yes. I applaud the benefit of 
the soluble coffee plant off-shore to the off-shore economy. 

At the same time, I am primarily concerned with what 
that off-shore coffee will do to us, if we permit it here 
on the basis on which it now arrives. If it costs so much 
to produce soluble coffee in the growing countries, then 
it would seem logical that we might send them this manu- 
factured product. We must remember that we are deal- 
ing with a manufactured product, not any longer with a 
raw or green product. 

Now, let us see what would happen, if we try to ship 
soluble coffee to the coffee-growing countries. You prob- 
ably all know that any soluble coffees that come into 
the Uinted States have a 3¢ per pound tariff. Now, this 
tariff rate was set up in 1930 when green coffee sold at 
between 7¢ and 14¢ a pound. 

This is said with all due respect and with all friendli- 
ness. I hope it won't be taken amiss, but it is a fact, 
and I think you should know the fact. The state of 
Brazil has a 120% ad valorem duty on instant coffee, plus 
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5% calculated on monthly average, plus 5% imposto de 
consumo, based on the official exchange of 18.82 cruzeiros. 
If this information is factual, then it could serve to indi- 
cate that if you take soluble coffee at an average price 
of, say, $2.50 per pound, this would all add up to a 
duty of $3.30 a pound for soluble coffee going into Brazil. 
Colombia does not permit coffee entry and therefore it 
is actually an embargo. In Costa Rica there is a duty of 
$3.20 per pound, plus 20% ad valorem, totaling—still 
at the same $2.50 rate—$3.70 a pound. Cuba has the 
lowest of them all, a duty of 22¢ a pound, plus 10% of 
duty, plus 6% ad valorem, plus 6% of overall total, and 
at that same rate of $2.50, it amounts to 42¢ a pound. 
Ecuador, 64¢ a pound, plus 20% ad valorem, and still 
at the same pound rate, 59¢ a pound duty. Honduras, 
68¢ per pound. Mexico, a duty of 13¢ a pound, plus 
10% ad valorem, or 40% of $3.83 per pound, whichever 


is higher; special license required. That duty would be 





“Mark my word” 


By MARK HALL 


customer 


That new 


That new customer is the vitamin which means 
health to your coffee business. Fail to swallow him 
as a regular part of your firm’s diet, and all the 
money and energy you feed your business won't 
help. All the economies you make won't save it. 

No customers are gifted with eternal life. A cer 
tain percentage will always drop by the way side, and 
as you bury one you'll have to dig up two. Your 
business can’t stand still. 

When your business was small, the new customer 
added up big, percentagewise. He was like a gift 
from heaven, and you were ready to do obeisance to 
him. Now that you are perhaps in the multi-million 
bracket, the customer has lost a lot of his importance, 
percentagewise. 

Although you need a stream of them, they still 
come only one at a time. And don’t think that the 
stream can’t dry up 

When your business was young, you did not have 
much to lose, relatively. Now, with tens, hundreds 
or even thousands of employees, with the banker's 
glassy stare fixed on the signatures to your notes, that 
individual new customer is more important than 
ever. 

He carries the whole load of your success on his 
seemingly insignificant shoulders, Keep him com- 
ing. Keep up the flavor. 

To get him, give him all the top-level thinking at 
your command, 














Venezuela, $2.17 per pound, plus 2% ad 


$1.53 a pound. 
a pound. Guatemala does 


valorem, or a total of 
not permit soluble coffee entry. 

MR. KELLY: Let me ask this: If no preferential bene- 
fit is extended to the foreign producer of soluble coffee, 
do you favor allowing the importation of foreign pro- 
duced soluble coffee into the United States? 

MR. HARRISON: Well, not willingly, and then only 
on the basis of a reciprocal tariff arrangement by which 
this manufactured product would be subjected to the 
same tariff schedules as our manufactured product would 
carry in the individual country in question. 

MR. COOK: This probably is anticipating another 
question, but if there is preferential treatment and that 
treatment is limited to a few, then this, to me, is the heart 
of the question—that to me is serious. If there is no such 
preferential treatment, or if it is of little significance, then 
I am against any protective tariff or any other exclusion of 
soluble coffees from foreign lands. 

MR. O'BRIEN: As far back as we can remember, pro- 
ducers have prospered by growing and exporting coffee, 
and we have done all right by importing and processing 
it. Now, it appears that they are not satisfied with this 
distribution of functions, but seek to invade our domain. 
Self preservation being the first law of nature, I am in 
favor of fighting to protect our industry, 

MR. ABORN: Well, I think my answer to the question 

I would just like to add one com- 
Would we grow coffee in the United 
States, if we You bet we would. We can’t grow 
it, otherwise we We that if the 


growing countries can process their product and sell it 


is, of course, obvious. 
ment and that is this 
could ? 
must 


would. expect 


competitively in this country, they are going to try and 
do it. I say it is another competitor in the field. We 
have lived on competition in the United States and I am 
in favor of continuing the importation of soluble coffee 
under present regulations 

MR. KELLY: Do you believe that an increased import 
duty or a legislative embargo is the best means to be 
followed by those who seek to prev ent entry of off-shore 


produc ed soluble coffee? 
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"But there must be some mistake! | asked for Uganda Native No. 10, 
Washed and Cleaned—not ten washed and cleaned Uganda natives!" 
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MR. ABORN: No, because I would hate to have to 
answer to Mrs. American Consumer as to what the coffee 
trade here was trying to do to her cost per cup by putting 
an increased duty on the importation of soluble coffee 
to protect the U.S, industry against an unknown factor— 
to protect it against what? I don’t see it. 

MR. O’BRIEN: Messrs. Kelly and Moss told us, after 
exhaustive research, that the seeking of an increased 
tariff would be a cumbersome procedure of doubtful suc- 


cess. I think even if we were successful we would only 


have the privilege of entering into a give-away contest 
with the producing countries. We would raise the import 
tax and they would raise the subsidy and we would get 


nowhere fast. 

MR. HARRISON: Are you asking whether or not it 
would be successful, if we went after a tariff? 

..MR. KELLY: All right, let me put it that way. Do you 
believe there is any reasonable chance of securing such 
legislation from Congress? 

MR. HARRISON: Well, first of all, I don’t believe any 
attempt should be made unless a fair majority of the 
industry wants it. 

MR. KELLY: Let's assume that were the case. 

MR. HARRISON: Then the effort should be 
wholeheartedly and with conviction as representative of 
the interest of the majority. 

MR. KELLY: Do you believe there is any reasonable 
chance of securing such legislation from Congress? 

MR. HARRISON: Well, if our reasonings are sound 
and the effort is earnest, then there is no doubt in my 
mind that the result would be favorable. To hesitate be- 
cause of the fear of failure is certainly not the spirit of 


made 


our industry. 

MR. KELLY: Do you think there is any reasonable 
chance of securing such legislation ? 

MR. COOK: If there is a continued preferential treat- 
ment in these growing 
particularly if it is limited to a few, then I suspect that 
If it is simply on the 


countries of great consequence, 


a pretty good case could be made. 
basis that we want to preserve what we had got, come 
what may, whether justified or not, then my answer is no 

MR. O’BRIEN: Definitely not. 

MR. ABORN: No. 

MR. KELLY: The soluble coftee committee has re- 
cently recommended that responsible representatives of 
the coffee industry in this country meet with responsible 
representatives of the coffee-producing countries, to ex- 
plore all phases of the problem we are discussing. Do 
you believe that this method of approach is a good one 
and would you think it likely to prove successful ? 

MR. HARRISON: Well, I think so. The objective of 
the resolution to positively eliminate unfair competition 
is a major goal. If neighborly exchanges, which were 
successful in the case of Mexico, failed in other instances, 
then such failure would strengthen the position of those 
who seek protection for their achievements and their in- 
dustry. I like to believe that a realistic presentation 
now would bring about greater understanding. 

MR. COOK: I think it is the only logical approach, and 
I would like to think that logic in the end would prevail. 

Let me give you an example. If it is true that pro- 
cessing in a growing country ends up with a product in 
this country, back in the U. S., of somewhat lower quality 
than otherwise would be the case, whether it be an in- 
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Iced Coffee Promotion of all time! 


Two big black-and-white pages open up to four 
full-color pages—the largest food illustration 
ever published. Aimed at over 45,000,000 read- 
ers, this spectacular ad runs in the 


POST June 7 - LIFE June 30 


PLUS network TV: “BURNS & ALLEN” on CBS-TV, 
full half-hours Monday nights at 8:00 EDST 

BOTH MAGAZINE ADVERTISING AND NETWORK 
TV PROMOTE ICED COFFEE—BOOST COFFEE 
SALES —in stores, in restaurants, with consumers! 
JOIN IN NOW! 





Order these brilliantly colored, sales-promoting mate- 
rials to tie in your brand. Have your salesmen distribute 
them. They’re offered to you at half-price! 

Giant glass cutout, full color, 28" x 11", for windows, 
walls, pillars... 

Soft sheet store poster, full color, 20" x 815", with 
space for your brand and price. 

Soft sheet restaurant poster, full color, 20" x 814", 
with space for special and price. 

Icicle pennants, cool color, 8 pieces, 11" x 8", over-all 
length 88"—for walls, windows, back-bar, over the wire 
—some icicles blank for your brand imprint. 


Plus newspaper mats, radio commercials, TV slides 
and telops, and description of a TV filmed spot. 
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If you have not received your kit 
with order blank from the Bureau, 
call—or mail this coupon. 


PAN-AMERICAN COFFEE BUREAU 
120 WALL ST., NEW YORK 5, N.Y. 
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Coffee volume outstrips profits 


Since 1936, the 


ove} 


value of coffee imports has increased 
fen times 

On the other hand, the total number of pounds of 
coffee consumed in this country has remained fairly con- 
stant over the past ten years. Furthermore, since both 
selling prices and selling costs have risen appreciably 
during this period, it seems fair to conclude that the 
average efficiency of coffee distribution in this country 
has not increased during the past decade 

By the same token, since the industry's total investment 
im processing equipment has also increased during the 
same period, then production costs must a'so have risen 
The increase in both selling and production costs, while 
somewhat offset by increased selling prices, has served 
to reduce the leverage of sales volume on profits. Undes 
such conditions, there is a high premium on achieving a 
well-balanced operation—one in which every dolla spent 
for distribution helps to build a stronger market position 
This 
ing planning 

Available 
field indicate clearly that profitable grou th has not been 
easily A hieved during the past decade The 


, b j L 
bjective cannot be achieved without sound market 
Operating figures for ¢ om pane 6s 7 the food 


few figure 
publicly available on companies in the coffee roasting in- 
dustry also suggest strongly that sales volume in your 
field has tended to increase more rapidly than net profits 
ver the past fen 

Charles W. Smith, McKinsey & Co., 


1958 National Coffee Association convention, 
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creased percentage of fines, or loss of aromatics in transit, 
or whatever, or even if there is a cost advantage, I think 
there will be a tendency of competition to offset the cost 


advantage by somehow using a bit of a lower grade coffee 


from another country 

MR. O'BRIEN: I am certain that the producers would 
hear our problems sympathetically. After all, we are a 
good friend and their best customer. 

«AR. KELLY: Is it possible that soluble coffee could be 
produced abroad from coffee which is denied entry into 
this country, and would you favor this? 

MR. ABORN: I would like to answer the second part 
first, by saying no, because I think that is obvious, that 
we would certainly not be in favor of permitting any- 
body to make soluble coffee out of a product that is so- 
called unfit for human consumption. Whether or not a 
plant abroad has any advantage in the use of such coffees, 
I question. It depends on where the plant is. I think 
if they were used certainly in any percentage, it is bound 
to show up in the quality of the product. 

MR, O'BRIEN: On the subject of sub-standard qualities 
I want to bring before the meeting the fact that the raw 
product used in the manufacture of solubles produced 
here is examined under the Federal Pure Food and Drug 
Law, and if found not fit for human consumption, it is 
excluded from entry. The raw product used in the manu- 
facture of off-shore solubles is not subjected to this ex- 
amination, and it is my understanding that if sub-standard 
coffees were used, their presence in the powder cannot 
be detected; therefore, we may be consuming coffee which 
would have been judged unfit for human consumption, 


46 COFFEE 4 


had they been subjected to the Pure Foods examination 
in the green state. 

MR. COOK: Well, our product research work indi- 
cates that as the art develops, as we learn more about this, 
the qualities of the green coffee that you use in the first 
place are getting through to the end product more and 
more. I am convinced that this will be increasingly so. 
Simply using inferior quality raw material will end up, 
in my judgment, in an inferior quality end product. 

Also, I would like to say again, that if you use an in- 
ferior grade at a cost advantage, your competition will 
offset it by going through lower grades from other 
countries. 

Let's take a practical view of what happens in country 
"X" if there are sizeable quantities of so-called unexport- 
able coffees at a price advantage. If Ed goes there and 
we go there and a half a dozen others go there, you would 
create a larger demand for that so-called unexportable 
grade, you narrow the price differential to whatever is 
inherently proper in that price advantage, and all of a 
sudden we will find millions of dollars tied up in country 
‘X" to really no real advantage. I am not concerned 
about it. 

MR. HARRISON: Well, we Ike to stay away from 


coffees that are not readily obtainable, shall we say. First 


of all, the quantity of those coffees is very small, but they 


do exist. If you want to advance the quality of your 


product, you must stay away from them, but then compe- 
tition finds very often, if they are forced into a situation, 
they make the most of it, if they have to. You know, 
some firms, when the going gets a little tough and they 
are hard up against some competition, they will go to a 
great many ends to produce business. I do believe that 
there should be a very exacting control on what is used 
in producing soluble coffee to protect us against ourselves. 
Let’s put it that way. 

MR. ABORN: I think it might be interesting to some 
of you who haven't had the experience in producing 
countries as to the sale of their so-called lower grade 
coffees. There is a very great demand for those coffees 
because they are not exportable and local roasters want 
them. For example, in Mexico, they do grow Robusta 
coffee, but it is impractical for a soluble coffee user to 
buy those coffees down there, because Robusta coffee in 
Mexico sells within a few cents per pound of good, solid, 
hard bean, washed, Mexican coffee. 

MR. COOK: There is always a place, I think, in almost 
every category in this country for the cheap, cheap 
product, and it will always enjoy a certain amount of 
volume, regardless of what the category is, but I would 
like to remind you that in ground coffees, we find America 
buying 72% of all her regular coffee needs in high- 
quality vacuumed-packed coffees. Now, you can buy 
coffees as cheap as 59¢ a pound, but they don’t enjoy much 
volume. I think the American public recognizes quality. 

MR. KELLY: One last question. In your business 
judgment, do you believe there is any reasonable prospect 
that imported soluble coffee will in the next ten or 20 
years become a major factor in coffee sales in this 
country ? 

MR. HARRISON: My glass ball isn’t here today, but I 
have no doubt in the world that with the kind of com- 


petition that is evident from the reason for this meeting, 
(Continued on page 69) 
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coffee in the supermarket 





What’s been happening to size of stores, number of items, 


dollar sales, unit movement, profit yield per item etc.? 


Where is coffee in this picture — especially gross profits ? 


By ROBERT W. MUELLER, Editor 


We want to examine some of the basic findings of the 
Super Valu study, and after we have discussed our general 
findings we shall focus our attention on coffee—its sales, 


its profits and its reputation. 


During the 12 weeks of the study, more than 500,000 
men, women and children shopped in the six supermarkets 
These people, we believe, represent a typical cross section 
of the American shopping public. They live in the city 
of Minneapolis, in its suburbs and in ‘country towns.” 

However, since these people often shop in couples or in 
family groups, the number of transactions at the check-outs 
came to 333,000. The average transaction was $5.19 and 
total purchases were over $1,700,000. 


Rather than present our findings in terms of six stores, 
we have rolled them all together and divided by six to 
produce a composite Super Valu market. 

Total sales of this composite super market were over 
$24,000—sales per square foot for the total store area were 
$2.08—and for selling area $3.09. Sales per check-out 
counter per week, an increasingly accurate way to estimate 
store volume, averaged $6,006. 

Why did we select a supermarket sample that averaged 
$24,000 a week, $1,250,000 a year? We did so because 
this is almost exactly the average super market in 1957 
in size and in sales. Our composite is only slightly larger 
than the average chain or the average independent super- 
market—and manufacturers, in particular, will find it easier 
to use average super market measurements. 

We're all well aware of the constant growth in number 
of items handled by the supermarket. But let’s pause just 
a moment to look back over the years to review this growth, 
for it tells us where we were, where we are now and helps 
us to predict the future. 

Way back, in 1928, the Department of Commerce found 
that the average grocery store handled 867 different items. 
At the end of World War II, when the one-stop, self- 
service store had become established, an average stock con- 
sisted of 3,000 items. It rose to 3750 in 1950, shot up 
to 4,700 in 1955 and we find that our composite Super 
Valu today handles over 5,000 items. 

If we confine ourselves to the period since 1950, we find 
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an increase of about 200 items per year. It is reasonable 
to assume that this rate of growth will continue. 

Stores, too, have grown in size. Yet, 1950, the 
growth in size of store has just about paralleled the growth 
in number of items with the result that shelf facings per 
item are about the same as seven years ago. 


since 


Where have these new items come from? 


New items are found in every category. Frozen foods, 





Last month, in an editorial, COFFEE & TEA INDUSTRIES 
pointed out that Robert Mueller’s convention report had 
enormously useful data on coffee in the supermarket. 

His figures, based on Progressive Grocer’s Super Valu 
study, knock the props from under the notion that coffee 
is NOT a profitable item for the food store. 

They open the way for new confidence and initiative 
in roaster salesmen, more positive attitudes on coffee 
promotion among supermarket operators. 








the fastest growing category in the supermarket, have more 
than doubled since 1950. Beverages, which include soft 
drinks, coffee and tea, have nearly doubled. Most of the 
gains are due to “instants”, new drink powders, dietetic 
beverages, and larger sizes in soft drinks. 

But we must remember that gains are not found in all 
categories. The food store inventory is a restless, ever- 
changing, complicated sea of merchandise, and some cate- 
gories have declined as others have grown. 

With this vast assortment of merchandise before her, 
how does the supermarket customer actually spend her 
dollar? Has there been a radical change in how the family 
food budget is spent? 

As we look at her purchases in terms of basic depart- 
ments, we find that no radical change has occurred. 

Perishables, or the combined total of meats, produce, 
dairy, baked goods, and frozen foods, still claim more 
than half of the food dollar, even though they represent 
only 18% of the total number of items, 


and The Flavor Field 
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Groceries, representing 86 of the number of items, take 
in 46.7¢ of the dollar and it is here, in packaged foods and 
non-foods, that competition between brands is most intense. 

Only 17 of the 39 major product groups in groceries 
and frozen foods contribute more than 1% of store sales. 
Beverages, due primarily to coffee sales, rank number one 
in terms of dollar sales. As one glances at these leading 
groups, and each group is made up of scores and even 
hundreds of different items, it clear that the 
modern supermarket is not only a complex mechanism, 
but one that relies on a small sales contribution from each 
of many product sources in order to achieve its total 


becomes 


volume. 

Let's leave our appraisal of dollar sales and turn to some 
highly interesting, and surprising findings on the number 
of units (packages, jars, cans, boxes) sold per week in our 
composite supermarket. 

When we divide our total of 4,475 different items in 
groceries and frozen foods into the number of units sold 
in one supermarket week—we find an average sale of 10. 

This fact comes as something of an eye-opener to many 
in our industry, for store sales and manufacturer sales are 
not ordinarily figured in these terms. If one prefers to look 
at sales in terms of cases we find an equally interesting 
picture. 

In the six Super Valu supermarkets studied 
of ten items sell at a rate of less than one case per store 
per week. Only 114 items sell from three to five cases, 
11 sell six to ten cases and 13 sell more than ten cases per 


nine out 


supermarket per week. 
What are the conclusions to be learned from these sales 
We offer these: 
1. The supermarket does not achieve volume by selling 
many cases of each item each week. It must depend 


measurements? 


on small sales from each of thousands of different 
items. 

Recognition of facts on unit sales by retailers and 
manufacturers can increase acceptance of new pro- 
ducts. Retailers have traditionally overestimated sales 
requirements for new products—often set two to 
three cases per week minimum standards—when one 
half to one case would have been proper. 

In view of these unit sales facts, it becomes 
that old-fashioned “load” retailers are 
not only foolhardy, but virtually impossible today. 


clear 


devices to 


And as we look at the unit sales performances, we find 
certain categories are far above average. 

The 20 fastest sellers are well distributed throughout the 
store’s range of merchandise. (Coffee is 20th.) In addi- 
tion to acting as promotion leaders, these more frequently 
purchased products can be strategically located to induce 
better store traffic circulation. 

And now we.come to that all-important subject of profit. 
There are several ways to measure profit and the Super 
Valu Report reveals measurements never before available 
to the food industry. 

It is still true that the supermarket is the world’s most 
efficient method of retailing. More of the customer's dollar 
goes for actual merchandise (80.5¢) than in drug, hard- 
ware, department, furniture or any other kind of store. This 
is a tremendous advantage for manufacturers whose products 
are sold through supermarkets. 

But, for the past three years, supermarket margins have 
risen some 2%. 
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Distribution, selling 


Warehousing, transportation and distribution costs are 
very high and still rising. Do you know how much it is 
actually costing you to deliver your thipments, particularly 
shipments going to the more distant and out-of-the way 
places? Have you studied the possibility of revising 
quantity differentials to attract the size of orders that 
might make for more economical handling? And, in the 
case of other distribution services for which you pay a 
lot of money, have yOu dis ussed them with distributors 
to see how costs might be reduced? 

The matter of the salesman’s productivity in relation 
to what it costs to operate him is getting a lot of attention 
from management. whether your 
men are putting their efforts where they are most pro- 
ductive? Have you planned their work for them? 

Paul S. Willis, president, Grocery Manufacturers of 
America, at the 1958 National Coffee Association con 


vention. 


Do you knou sales- 








Today, the operator, and the manufacturer, must face 
the facts of life about profit 

The operator will see from the top ten gross profit 
producers in the grocery department that the many new 
items he has added in household supplied and housewares 
are paying off—that his beverage department, in spite of 
a low per cent margin on sales, is a big dollar producer 
that health and beauty aids have climbed higher on the 
profit ladder. And he will have at his fingertips the dollar 
gross profit for each of 638 sub-product groups. 

And as he looks 
50¢, it is quite likely that he will gain a clearer picture of 


where profits come from. 


at this average profit yield per item, 


If we had time for a quiz contest, it would be interesting 
to get your answers to this question: “How many individual 
items earn a gross profit of $5 per week or more?” 

Few, I believe, would have guessed that only 22 items 
out of 4475 in groceries and frozen foods earn more than 
$5, and that 3,444 earn less than 5O0¢ per week. But those 
are the facts on gross profit per item in the modern super 
market. 

The food store operator for many years has been de- 
scribed as a “percentage” man, Most items were judged 
almost entirely on “what per cent profit” without due re 
gard for the retail price or the rate of sale. But this at- 
titude is fast disappearing, because the modern operator, 
armed with facts, has found that it is dangerous to judge 
profitably by percentages alone. For example, there are 
some 150 items that carry a margin of 10% or 
sales. They are primarily in the categories of coffee, ciga- 
shortening, detergents and 


le ss on 


frozen foods, 
If judged solely on percent profit 


the fact is 


rettes, soups, 
sugar. 
quickly classed as unprofitable—but 
items on the average, earn more than twice as many dollars 


these would be 


that these 


per item as the average of all items with higher margins. 
And 
measuring profit—the annual rate of turnover—or the 
normal inventory divided into annual sales. 
In Super Valu stores, the turnover for the entire store 
was at a rate of 38 times per year. Meats, produce and 
dairy, because of their perishability and frequent re-stock- 


there is still another factor to consider when 


(Continued on page 59) 
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Agents for reliable Shippers in 
Producing Countries 


Specializing in 


BRAZILS 
COLOMBIANS 
VENEZUELANS 


Byrne, Delay & Co. 


Cable Address: 
“VICAFE" 


104 Front Street 302 Magazine St. 
New York 5, N. Y. New Orleans 12, La. 








Because it has more flavor to give 


fjeer™ Coffee! 


Or od 


S.A. SCHONBRUNN & Co., Inc. - 77 Water Street, New York, N.Y. 
COFFEE & TEA INDUSTRIES and The Flavor 


50 





Crops and countries 





coffee news from producing areas 


Moratorium on coffee sales set 
by Mexico, El Salvador, Costa Rica 
as pressure of surpluses mount 


Latin American producing countries moved last month 
to backstop the Mexico City Agreement on coffee exports, 
as the pressure of mounting surpluses increased. 

In Brazil, price support policies threatened to become 
a political issue, with the country moving toward a Con- 
gregational election on October 3rd. 

The government made clear, however, that it will con- 
tinue the support program. 

At a meeting of the Mexico City Agreement countries, 
a decision was made by Mexico, El Salvador and Costa Rica 
to suspend all coffee sales for several weeks. 

The measure came after green coffee prices moved con- 
trary to customer positions, with mild coffees selling several 
points under Brazils. 

The moratorium was also declared to help some of the 
signatory countries, which had not sold their entire quotas 
for the November, 1957/March, 1958 period, in moving 
their allotments. 

In Brazil, the Finance Minister met with the President 
and then explained to the country in a radio talk that the 
government had purchased 10,000,000 bags of coffee at a 
cost of at least 11 billion cruzeiros (about $100,000,000), 
about 1% of all Brazilian currency in circulation. This 
forced the printing of new money. Combined with lowered 
revenues from exports, it resulted in a loss in the value of 
the cruzeiro. 

The new Brazil coffee crop is expected to reach about 23,- 
000,000 bags, according to published reports. These sources 
expect the government will be forced to purchase another 
8,000,000 bags, since exports should be about 15,000,000 
bags 

Andres Uribe, a member of the executive committee of 
the Mexico City Agreement, said the moratorium on sales 
by the three countries represented one of the most encourag- 
ing actions to date to achieve the objectives of that pact. 

The National Federation of Coffee Growers of Colombia 
announced officially that the export price of $81 per 70-kilo 
bag won't be reduced. The price is equal to about 5514¢ 
ex dock New York. 

The organization felt a firm policy will produce better 
prices abroad in the long run, it was explained. 


Mexico limits coffee exports to four ports 


Coffee may be exported from Mexico through four ports 
only, the government has declared. 

The ports are Vera Curz, Coatz Acoalcos, Salinas Cruz 
and Puerto Angel. 


Instant coffee imports into U. S. 


Imports of instant coffee from El Salvador amounted 
to 2,210,748 lbs. during 1957, according to the U. S. 
Bureau of Customs, 

Mexico sent 1,003,967 Ibs. to this country during the 
year, 





Marketing 





advertising . . . merchandising . . . promotion 


More incentives, stepped-up 
promotions to combat sales 
slump urged by Gordon Bowen 


“The slumping American economy will suffer through 
lack of 


dealers and salesmen are given extra incentives to pro- 


aggressive sales stimulation unless consumers, 
duce extra sales, and unless promotions and promotional 
budgets are stepped up instead of cut back,” says Gordon 
C. Bowen, chairman of the Premium Advertising Associa- 
tion of America. 

Mr. 
to sales, advertising and merchandising men to attend the 
PAAA’s 25th Anniversary National Premium Buyers Ex- 
position, being held at the Navy Pier, Chicago, April 
l4th-April 17th. 

In a letter to 
Mr. 


has been to sell harder. 


Bowen's comments were made in an invitation 


25,000 companies around the country, 


Bowen said that ‘our response to previous slumps 
But in order to sell harder we 
must sell more effectively, which means not only bigger 
promotions but better promotions.” 
PAAA is holding its Premium Advertising Conference 
at the Navy Pier on Tuesday morning, April 15th. 
The speakers are George L. Clements, president, Jewel 
Tea Co., Inc.; William J. Hecker, advertising and mer- 


chandising manager, National Biscuit Co.'s special pro- 


ducts division; and Martin Mayer, author of the recently 
published “Madison Avenue, U.S.A.,” a report on the 
advertising industry which has received wide and favor 


able attention. 


Store courtesy contest 


offers coffee as prizes 


Failure to say ‘thank you” cost Busley’s Supermarkets, 
Denver, only 13 lbs. of coffee in the three days of a 
checkers’ courtesy contest, according to Supermarket 
News. 

Busley’s advertised, that it would give a ‘free one pound 
can, your favorite brand and grind coffee, if our cashiers 
fail to ‘thank you’ after completing your sale!” 

The Bushley's 13 
stores. 


others didn’t give away any. 


offer was good for three days at 
Some stores had to give away two pounds, but 


Arthur Larkin appointed marketing 


manager for Maxwell House coffees 
Arthur E. Larkin, Jr., 


manager for the Maxweil House division of the General 
W. Cook, vice president and di 
vision general manager, has announced. 

Mr. Larkin, formerly a director and vice president of 
the George A. Hormel Co., will have overall responsibility 
for national sales, market research, advertising and pro 


has been appointed marketing 


Foods Corporation, (¢ 


duct management for all the General Foods grocery-pack 
coffees, including Instant Maxwell House, Instant Sanka 
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FAIRCHILD & BOLTE 


120 WALL STREET NEW YORK 


Green Coffee 


AGENTS AND BROKERS 
REPRESENTING 
BRAZILIAN and MILD SHIPPERS 


Members: 


NATIONAL COFFEE ASSOCIATION 
GREEN COFFEE ASSN. OF N.Y.C. 
N.Y. COFFEE AND SUGAR EXCHANGE 


Yo) 


“4 


WHITE G2 CROSS 


COFFEE VACS 


Gas or Electric 


Acclaimed everywhere for their 
performance and low, low cost! 


457E (electric) — 200 cup capacity per 
hour. Four high speed Chromalox solid 
heating units with recessed element 
cups. Individual hi-lo switch control 
Total wattage, 2140. 14'/2"' wide, 12!/,"' 
high, 17'/4'' deep 


457E 


257E 100 cup ca- 
pacity per high 
speed, compact Chromalox solid 
heating units. Individual 
control for all heats. Total wat- 
tage, 1070. 16'' wide, 8'/,"' deep 
5"' high. Satin-chrome finish 


(electric) — 
hour Two 


switch 


Also 2, 4, and 6 gas and elec- 
tric units. Write for prices 
and complete information. 


Factory representative inquiries invited. 


/VATIONAL STAMPING & ELECTRIC WORKS 


2215 Clark Avenue St. Louis 3, Missouri 


and regular Maxwell House, Sanka, Yuban and Bliss 
coffees. 

Mr. Larkin joined Hormel in 1946 and served suc- 
cessively as Atlanta branch sales manager, general sales 
manager, manager of production of the packing division, 
and since 1953, vice president of that division, Hormel’s 
largest 

A graduate of Dartmouth College in 1939 with an 
A.B. in economics, he served more than five years in 
the U. S. Navy during World War II and attained the 
rank of Lieutenant Commander. 


Empty coffee cans build store 


volume for private label brand 


Among winners of the 1957 Java-Rama contest spon- 
sored by the Wollson Spice Co., supplier of Fairway 
Foods’ private label Radiant Roast Coffee, was a retailer 
who ran “a highly effective’ empty coffee can promotion, 
reports Supermarket News. 

The retailer was Wailace De Santell, of Wally's Fairway 
Super Fair, Grafton, N. D. For five weeks he asked cus- 
tomers to bring in an empty Radiant Roast Coffee can 
to get a five-cent discount on a new Radiant Roast pur- 
chase. 

Over 6,000 empty cans were received and deposited in a 
S1X by eight foot chicken wire cage built on the sidewalk 
in front of the store. 

Mr. Santell, who sells an average of 420 Ibs. of Radiant 
Roast coffee a week, was cited by Woolson with fiv e other 
Java-Rama winners during Fairway Foods’ retailer-owned 
cooperative annual convention. 

Mr. Santell explained that ‘as 
store manager, I learned the great importance of private 
label coffee and the heavy stress National places on such 


a former National Tea 


sales by each store manager.’ 


Coffee parties help public fund 


drives, booklet suggests for towns 


Towns under 10,000 people should organize fund raising 
for the mentally ill around the coffee pot, the National 
Association for Mental Health, Inc. recommends in a new 
booklet, “How to Conduct a Bell Ringer Campaign.” 

The plan outlined in the booklet starts with a chairlady 
who recruits a bell ringing leader for every 200 families and 
invites the leaders ‘for coffee and a snack table loaded 
with instructions.” 

Each leader, in turn, recruits a bell ringer for every 20 
families and discusses strategy over a cup of coffee. 

Throughout the entire campaign, coffee is the symbol 
of comradeship and hospitality. When each group re- 
ports the achievements of its fund raising efforts—bell 
ringers to leader, leaders to chairlady—a coffee party is 
in order, the book suggests. 


Too much of a good thing? 


Hominy, Okla., Masons aren’t sure they're going to let 
J. H. Jacobs make any more coffee at their meetings. 

He made the coffee, which turned out a little strong. 
After several gulps, members found Jacobs’ formula was 
a pound of coffee to a gallon of water, 
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Coffee vending 





99,000 coffee vending machines 


in operation by end of 1957 


The number of coffee vending machines in operation rose 
to 99,000 at the end 1957, from 76,000 at the j 
1956, 

This increase was revealed by the 12th annual Census of 


end 


Vending, conducted by Vend magazine. 

Each machine accounted for an average of 
1,353,500,000 drinks 
during the entire year 


327 drinks 


week, or sold by vending machines 


Many hot coffee venders also sell hot chocolate, tea or 


soup, but the coffee volume far exceeds the sales of the 


ther hot beverages. 
‘There is still a Vend com- 


“as to the future of coffee vending. All of the 


large degree of confusion,” 
mented, 
confusion methods of 


which of several 


in the short 


revolves around 


making and vending coffee will, and long run. 


dominate. 


Coffee vending 
fresh cup each time from dry instant ingredients or from 
liquid concentrates. In 1956, 
which brewed from 10 to 16 cups at a 
grounds and fresh cream rather than dry powdered dairy 


began with machines which made a 


machines came on the market 


time, using coffee 


pre »ducts. 
“In 1957 
concentrate 


“the dry and liquid 
market out- 


the magazine continued, 


venders shipped new into the 


e Self Cleansing Solid Drum Construction 
e Super Speed Coolers 
e The PROBAT Aroma Control 
e Dual Heat Application 
e Four Full Batches per hour 


Cables: Maschinenfabrik 





numbered the fresh-brew machines about three to one, 


appeared to be holding their fair share of the market 
The 


Census reported, sold 
1957 


merchandising industry as a whole, 


$2.052.000,000 worth ot 


automatic 


Pow rds 


services during 


King Coffee holds third 


“Coffee Vending Futurama” 
King Coffee, Inc., 


Detroit, is holding its third coftee 
vending show at its plant on April 15th, National Coftec 
Day, and April 16th. Called “Coffee 


the show is for vending operators, industrial 
key food executives from Michigan and neighboring states 


Vending Futurama, 


caterers and 


Fourteen manufacturers of fresh-brew cottee vending 
equipment have their machines on demonstration and dis 


play, with company representatives in attendance 


“Interest shown by industrial food service executives has 
grown by leaps and bounds in this area over the last year, 
f King Coftee, 
conomy ol 


it was pointed out by Joseph F. Giumette, o 


Inc., who manages the show. The ease and 
serving freshly brewed coffee, plus the improv ed mechanical 
ation 


function of the intricate equipment enthuses both loc 


management and operators, he explained 


equipment on lisplay 


Apco, Inc.. New York 


Manufacturers with coffee vending 
at the King Coffee Futurama include: 
City; Barvend, Inc., San Marcos, Calif.; Bally Vending 
Corp., Chicago; The Bert Mills Corp., St. Charles, Ill 
Coffee-Mat Corp., Elizabeth, N. J.; Continental Vending Ma 
Westbury, N. Y.; IVI Products Products Cory 


chine Corp., 
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PROBAT INSTALLATION 


EMMERICHER MASCHINENFABRIK 


Emmerich | Germany 


Phones: Emmerich 1651/52 











YOURS for the asking 


The booklets listed below contain specialized, detailed 
information on various subjects. This literature 1s 
urs for the asking. Merely fill out the coupon and 


8 GRANULATORS 

This four-page bulletin with pictures and specifi- 
cations on a new line of coffee granulators. The 
bulletin describes capacity and dimensions, special 
finishing rolls, operation and maintenance, replace 
ment heads, etc. Jabez Burns & Sons, Inc., 11th Ave 
at 43rd St., New York City. 


9 MODERN FILLING MACHINES 

A four page illustrated folder describes a complete 
line of modern filling machines and packaging ma- 
chinery for virtually any of your needs. Stokes & 
Smith Co., 4962 Summerdale Avenue, Philadelphia 
24, Pa 


10 COFFEEMAKERS 


This literature describes E-Z Way Coffeemakers, 
which use liquid coffee concentrate Models are 
wailable for dispensing individual cups of coffee, 
for filling decanters, and for self-service cafeteria 
installations. Steel Products Co., 40 Eighth Avenue, 


S. W., Cedar Rapids lowa 


11 FLAT BAG PACKAGI 


This four-page illustrated folder describes German 
made automatic flat bag filling and closing machines 
High speed types are said to fill and seal up to 130 
bags per minute. Gebr. Holler, Mashinenfabrik, 
Bergisch Gladbach Bei Koln., U. S. representative: 
Ulbeco, Inc., 484 State Highway #17, Paramus, 


J 


12 NEW COFFEE COOLER 


Detailed information about a new coffee cooler 
is given in Bulletin 902, available from the B. F 
Gump Co., 1325 S. Cicero Ave., Chicago 50. The 
Ideal Vertical-Twin Coffee Cooler has a compact ver 
tical design, and is said to cool a full four-bag batch 
of coffee to room temperature in less than three 


minutes 


13 STORE GRINDER 


This illustrated bulletin describes the new Super 
Grindmaster Model No. 500, which supersedes the 
company’s regular Grindmaster, featured for the past 
four years. Operation is fully automatic. The grind 
plate is on the front of the machine, in full view of the 
customer, and the grinds are indicated with an illus- 
tration of the brewing device, as well as by name. 
American Duplex Co., 815-827 West Market St., 
Louisville 2, Ky 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 

Please send me the booklets whose numbers I have 
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Hammond, Ind.: Jim-Jak Industries, Inc., Minneapolis; 
John E, Mitchell Co., Dallas; Northwest Automatic Products, 
Minneapolis; Rowe Manufacturing Co., Inc., New York 
City; The Silex Co., Philadelphia; Square Manufacturing 
Co., Chicago; and the Vendo Co., Kansas City, Mo. 


Vendor executive sees coffee units 


as new frontier for bottlers 

Coffee men, who are beginning to consider the coffee 
vending machine potential seriously, may find it is winning 
a readier acceptance among competitors—soft drink bottlers. 

Melville B. Rapp, executive vice president of Apco, Inc., 
New York City, looks upon coffee vending as a “new fron- 
tier’ for bottlers, according to the American Soft Drink 
Journal. 

“While coffee outsells all other beverages in home and 
restaurant sales, its sales in automatic merchandising are only 
a fraction of soft drinks sold in the same manner,” he 
points out. ‘Last year, a total of 785,000 carbonated beve- 
rage machines dispensed more than 6,000,000,000 drinks to 
thirsty Americans . . . or about five times the automatic 
coffee volume. 

“It is an axiom of vending that customer preferences in 
automatic merchandising machines run about the same as 


they do in over-the-counter sales. Therefore, it is safe to 
assume that a 6,000.000.000-drink market in coffee vending 
is at least within reach. 

“The same people who drink carbonated beverages also 
drink coffee. Of the 785,000 soft drink machines on location, 
nearly 700,000 units are bottle vendors 
marily by soft drink bottlers. A high percentage of these 


operated pri- 


bottle drink locations—and practically all of the cup drink 
locations—will support coffee vendors.” 

Mr. Rapp feels the bottler has not kept his eyes closed to 
a sales opportunity. 

“Bottlers are going into hot coffee vending . . . and 
using the coffee machine as a base for a full-line food oper- 
ation. A spot check of bottlers in Houston, Fort Worth, 
Dallas and Waco, Tex., Rochester, N. Y., Bridgeton, N. J., 
Monroe, La., and in several Pennsylvania cities discloses 
the following facts: 

“In every case, the bottler went into a coffee operation 
not because he was impressed with potential profits, but as 
a defensive measure to hold his soft drink locations. His 
attitude was one of ‘If I don’t place a coffee machine, my 
competitor will, and he'll wind up by pushing out my 
soft drink vendors.’ 

“In every case, the coffee machine began earning profits 
immediately—and in every case the bottler launched a major 
hot drink expansion program. Perhaps the outstanding ex- 
ample is the Quaker State Coca-Cola Bottling Co. chain out 
of Pittsburgh. 

“Today, the bottler of carbonated beverages is very much 
in the coffee vending picture. While no exact figures are 
available as to the number of coffee machines operated by 
bottlers, manufacturers of coffee vending machines report 
that from 10%-15% of their production goes directly to 
franchised bottlers. Yet, less than two years ago, the num- 
ber of coffee units operated by soft drink manufacturers 
was negligible. Virtually all of the progress made by 
bottlers in the coffee vending field has been in the last 18 
months. The Houston Coca-Cola Bottling Co., for example, 
began testing coffee on its soft drink locations in 1956. To- 
day, the company operates 55 hot drink machines.” 
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On the menu 





Developments among public feeding outlets 


Push-button coffee server 
for motel, hotel rooms 
offers do-it-yourself brew 


A San Diego, Calif., firm has proposed that upwards of 
60,000,000 cups of coffee be given free to American trav el- 
ers over the next year to stimulate motel and hotel busi- 
ness. 

The free-coffee-to-build-business program has been de- 
veloped around a new push-button coffee server that at- 
taches to the wall of a motel or hotel room, enabling 
guests to brew coffee at any hour of the day or night. 

The do-it-yourself coffee SCrver ts the product of more 
than two years of intensive development and field testing 
by Morning Coffee, Inc., a San Diego firm whose top 
Management consists largely of hotel and motel owners 
Courtesy Coffee’ unit in his room: and completely tamper-prool It 

First he presses a “heat” button that activates an elec 
trical heating element within the server. Then, from in- ingredients The entire unit 
dividual-serving packets, he mixes instant coffee with  leanliness.. 
ream and/or sugar. In less than four minutes, accord- 


ing to the company, the water in the server heats to jus 
S56 


under the boiling point, and the guest presses a second ~ to 15% The company executive said initial instal 


n 


pare é ; 
Here’s how a guest brews his own when there is a Presiaent of the distributing com} 


Is 


Mr. Brown adds that in motels where 


This is the do-it- 
yourself unit 
which Morning 
Coffee, Inc., San 
Diego, hopes will 
be used to make 
millions of cups 
of coffee for 
American travelers 
this year. 


The Courtesy Coffee server,” says Charles H. Brown 
is Safe, sanitary 
requires no plumbing 
and only seconds a day to replenish with fresh water and 


sealed for absolute 


the tree coffee 


units have been tested, occupancy rates have jumped from 


| 


button to release steaming water into his Courtesy Cof- lations of Courtesy Coffee units has begun in Southern 


fee cup. California and that national distribution, 
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ECUADOR - EL SALVADOR - 
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HONDURAS » MEXICO - NICARAGUA - 
PANAMA + PERU - 
PUERTO RICO.+ VENEZUELA 


FEDECAME « (FEDERACION CAFETALERA DE AMERICA) 


ADDRESS: FEDECAME + BOX 739 °* SAN SALVADOR, EL SALVADOR, C.A. 
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SEAL WRAPPED 
IN ALUMINUM 
FOIL 


Clearer, 
more flavorful 
coffee reeve angel 


with a FILTER PAPER 


minimum 


of effort... 


gee, . 
H. Reeve Angel & Co., 52 Duane St., New rvork Ee:* 


BIG - BIG - BIG 
In Performance and 
what it will do for your 
coffee sales. 


Clamps to the shelf in your 
coffee dept... . is a shelf 
extender... only 73s” wide. 
100% self service. 

Cash in on the big demand 
for a fresh — a tailored 
grind. Don’t force your cus- 
tomers to go elsewhere for 
it. 

Contact your Coffee Suppli- 
er for his low price on a 
#32 Grindmaster. 


AMERICAN DUPLEX CO. LOUISVILLE 2, KY. 
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stalling 250,000 units over the next 12 months, would be- 
gin this summer. 

The Courtesy Coffee servers are leased to motel and 
hotel operators by the San Diego firm, which will service 
the units and supply ingredients through local distributors. 
It will cost motels and hotels about three cents per 
day to lease each unit, according to Mr. Brown. 

To service the units, a maid merely unlocks a cap, re- 
fills the four-cup water tank, then replaces the used cups 
with cellophane-sealed cups containing coffee, cream and 
sugar packets. 

Courtesy Coffee servers, the company announcement 
said, meet all state and local health regulations. The 
units, made of forged aluminum castings protected by 
baked enamel and chromium, were designed for a mini- 
mum five-year service life. 


New “heat control” coffee brewing stoves 
to be shown at National Restaurant Show 


All new in performance and design is the Vaculator line 
of “positive heat control’ coffee brewing stoves to be 
shown for the first time at the National Restaurant Show, 
reports the Hill-Shaw Co., Chicago. 

Most distinctive of the features incorporated in this 
line is the positive heat control switch, which permits 
the operator to select the exact heat for brewing coffee, 
for keeping a full pot of coffee hot, or for keeping smaller 
quantities at the proper serving temperature. Each setting 
is plainly marked and easily visible. 

To permit accurate heat selection under high speed 
counter operation, each heat selection locks in place so 
it can’t slide out or be knocked out of adjustment. 

Another major feature in this new line is the “Ezy-lox’ 
heating element, a refinement of Vaculator’s snap-in ele- 
ment. 

The Ezy-lox is removable in seconds without touching 
the reflector cup or using tools to separate the element 
from a reflector cup. The simplicity of the “Ezy-lox’” 
is expected to result in extremely low replacement cost 
and to keep service to a minimum. 


50th anniversary display planned 
by Superior for restaurant show 


A special 50th anniversary display will be the feature 
of the upcoming Superior Tea & Coffee Co.’s exhibit at 
the National Restaurant Show, being held May Sth-9th 
at the Navy Pier, Chicago. 

The firm, which began as a grocery store operation in 
1908, currently ranks as one of the Midwest's largest 
producers for the restaurant and over-the-counter con- 
sumer trade, 

The company roasts, packages and sells over 200,000 
Ibs. of coffee a week to 12,000 varied accounts, which 
include the Chez Paree, Peter Pan and Richards’ Drive- 
In chains and the Chicago Board of Education, 

According to Leon Silverstone, sales manager of the 
company, the anniversary display will have many high- 
lights. 

One will be the showing of Superior’s welded, burn- 
out-proof coffee urns. 

In addition, Superior will exhibit its complete line of 
related food products and maintain a continuously opera- 
ting coffee bar for people touring the show. 


COFFEE & TEA INDUSTRIES and The Flavor Fiela 





Solubles 





Developments among public feeding outlets 


Soluble coffee plant to be built 
in Brazil with Tenco, IBEC aid 


Plans have been completed to build a soluble coffee 
plant in Brazil, according to an announcement in that 
country by Edward Aborn, president of Tenco, Inc., Lin- 
den, N. J. 

A company is beiag formed with a capital of Cr$150,- 
000,000, (about US$1,500,000). It will be known as Cafe 
Soluvel do Brazil, S. A. 

The capital will probably be supplied by Brazilian in- 
terests and IBEC (International Basic Economy Corp.). 
with Tenco furnishing technical know-how, as it is doing 
in instant coffee plants in El Salvador and Mexico, and in 
a plant nearing completion in Guatemala. 

This is the second soluble plant for Brazil announced 
this year. 

Standard Brands Inc. is supplying 40% of an initial 
capital of Cr$200 million, to form Compania Brasileira 
de Cafe Soluvel, S.A., which will build an instant coffee 
plant in Sao Paulo. 


Nestle tests 8-ounce size 


for instant coffee package 


An eight-ounce size of Nestle’s Instant Coffee is being 
test-marketed in Pittsburgh to determine public attitudes 


towards a larger size of the product, according to a 


report in Food Field Reporter. 

In White Plains, N. Y., a Nestle Co. spokesman said 
the test had been underway for about two months, no 
date had been set for its termination and no conclusions 
had yet been reached on its success, Food Field Reporter 
said, 

Nestle has not emphasized the new large size in its 


advertising. 


Holiday Coffee re-elects directors, 


outlines new product activities 
The Holiday Coffee Corp., Walpole, Mass.., 


its board of directors at the recent annual meeting. 
Continued in office were Anthony R. Cataldo, chair- 

man of the board; Joseph J. Zarrella, president; Nicholas 

Barbo, John M. Cataldo, 


re-elec ted 


A. Ruocco, treasurer; Rosario J 
and Edward E. Benedict, directors. 

President Zarrella outlined progress since May, 1957 
A lack of sufficient working capital, the first and most 
pressing problem faced, was solved by direct personal 
loans from the directors. In a strong economy move, 
many jobs were combined and tighter control was exer 


cised, which also resulted in a marked improvement in 


employee morale. At the same time, the sales force was 


and an was 


campaign 


advertising | 


increased extensive 
initiated. 

Another major development emphasized by Mr. Zar 
rella was the addition of several new products to the 
company’s line 

Besides Holiday Instant € offee, the firm now distributes 
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Holiday Tea Bags, featuring a unique design which elimi- 
nates the need for strings and tags, as well as Kitchen- 
Quick Low-Cal Instant Gravy Mix, Holiday Hotel & 
Restaurant Blend roasted bag coffee and Cup-O-Coffee, 
single-serving packets of instant coffee 

A new use has also been found for a byproduct form- 
erly considered waste, resulting in an increase in revenue. 

Another factor contributing to increased sales, accord- 
ing to Mr. Zarrella, has been steady growth during the 
past year in the company’s private brand business 


Son of founder named board 


member of Bowen Engineering 

Ralph T. Reeve, president of Bowen Engineering Inc., 
North Branch, N. J., has announced the election of William 
A. Bowen to the board of directors 

Mr. Bowen is the son of William Spencer Bowen, 
founder of the company and holder of many important 
pray drying patents. The Mr. Bowen is a 


mechanical engineer who has been with the rapidly- 
piaty 


S younger 
growing company since 1948 
A. Smith D. W 
presidents 
Mr. Smith, who joined the company in 1957, 
known in the industry for his pioneering in the applica- 


Dexter and Belcher were re-elected 


is well 


tion of spray drying to polyvinyl chloride, calalysts and 
soluble coffee 
Mr. Reeve, in his review of Bowen's progress in 1957 


ind projections into 1958, told shareholders at the an- 


I 
nual meeting that in spite of the current 


spects for the company ind the industry never were better 


than they are today 


recession, pro- 


“Coffeetime” program presentations top 


500 mark; total audience over 33,000 


506 ‘‘Coffeetime’ programs have been pre 


sented in 42 of the 48 states during the past 23 months, 


Beech-Nut Coffee 
has added a new 
"face" to its one- 
pound can for surer 
identification on re- 
tailers’' shelves. 
Manufactured and 
lithographed in four 
colors by the Amer- 
ican Can Co., the 
new can has the 
large Beech-Nut 
label on two sides, 
instead of only on 
the front, as in the 
previous design. 
Cans may be 
stacked with either 
face front (see im- 
age in mirror be- 
hind can in picture). 


by women’s clubs, religious groups, and service organi- 
zations, it is reported by The Coffee Brewing Institute, 
New York City. 

The meetings represent a combined total audience of 


over 33,000 persons. 


Brewing coffee in metal lip ‘No Chip” 


decanter possible with new bushing 


No-Chip” metal lip decanter is 
A new bushing 


Brewing coffee in the 
now possible, reports the Hill-Shaw Co. 
permits the use of this decanter with standard commercial 
metal or glass upper bowls. 

The new bushing follows the construction principle 
used on other Vaculator bushings and is of the same 
odorless, tasteless compound. Its flexibility allows for 
maximum use with minimum wear 

With this bushing, the “No-Chip” decanter now gives 
the restaurant operator fullest possible use. It can be 
used for brewing, for serving or with automatic equip 


ment 
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coffee in the supermarket 


(Continued from page 49) 





ing, boast extremely high turnover compared with the 14 
times a year turnover in groceries. 

But how about the turnover rate for categories within 
groceries—does it vary—and if so, which are the leaders? 

Of the 39 major categories in groceries, 11 turn over 15 
times per year or more, while the remaining 38 turn over 
at a rate of 14 times or less. Beverages have a turnover 
rate of 26 times. In this period of tight money, turnover 
rate takes on new importance, because the faster the turn, 
the greater the gross profit return on money invested in 
inventory. 

A special project within the Super Valu Study is our 
evaluation of the power of merchandise displays, or how 
displays affect the sales of grocery products. 

Unfortunately, in recent years there has been a tendency 
among manufacturers to underestimate the store activity in 
special displays, to assume that they have become unpopular 
among retailers, Nothing could be farther from the truth 
for display has always been and still is a No. 1 activity in 
the modern supermarket. 

Are special displays worth while? Retailers say they are 
because they get results. Results, in fact, that show a gain 
from average normal sales of $7.85 per item up to $37.61 

a gain of 379% in dollars and 450% in units. 


that in the modern store with 5,000 


items, special displays are more necessary than ever. The 


Retailers tell us 


average shopper spends 20 to 25 minutes in the super 
market. During that time the reta‘/ler hopes that her eye 
will be attracted to all the products—and the manufacturer 
hopes that she will see his brand. But the shopper cannot 
possibly see, be aware of 260 different items per minute 

Yet, she wants to shop the store, to get ideas for meals, 
for time and work saving products. She looks for remind 
ers within the giant shopping list that is the supermarket 
Little wonder, then, that she likes special displays and buys 
from them. 

Knowing that retailers and manufacturers have a never 
ending interest in the consumer, Progressive Grocer em 
ployed University of Minnesota graduate students in market 
ing to observe and interview 10,000 customers in Super Valu 
stores during the study period 
to be said that the food 
But the shorter work week, evening 


It used store was strictly a 


woman's world. store 
hours, more automobiles, bigger stores, self-service, more 
items with man and child appeal, have combined to make 
supermarket shopping a family affair. But perhaps most 
important, families /7ke to shop together, and we're going 
to see even more family shopping in the future 

We all know that the modern supermarket is a big, 
complex, fast-moving organization. But it’s hard to visual 
ize its actual bigness and complexity, So in order to get 
a more graphic view of the market place for your products, 
let's add up all the shelf and case feet of display in our 
composite supermarket. 

When we do, we see this awesome picture 
one half mile of shelves and cases needed to stock more 


than 5,000 items. This is the footage or mileage that the 


more than 
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supermarket operator must keep in balance, for which he 
must each week buy the right quantities of each of more 
than 5000 items, fast sellers, medium sellers, and slow 
sellers. He and his many ‘vice presidents’ must keep 
abreast of price changes, must constantly consider new 
discontinuance of old items, must items for 
day in and day out, week after week. 


items, select 
special featuring 

Facts are needed today, for no longer is there room in 
super marketing for guess-work and inefficiency. For ex- 


ample, today’s retailer is keenly interested in the new 
problem of space management. 

Safeway, for example, estimates a shelf foot to cost $128. 
What is one shelf foot worth, what should it produce for 
In our composite supermarket, one shelf 
groceries sells 15 units a 


$4.06, on which the store realizes a 


the operator 4 
foot in 
value of 


week, representing a 


retail gross 
proht of 74¢ 

These are all-grocery averages, and, of course, individual 
categories will vary up or down depending on size of 
package, retail price, and per cent margin on sales. Bev 
erages have sales rating of $7.60 per shelf foot 

Another measurement of interest to retailers and manu- 


facturers is the gross profit per shelf foot 


And coffee? 


We note that a relative mewcomer, health and beauty 
aids, comes away with top honors in gross profit based on 
space occupied. Four groups, beverages, cigarettes, shorten- 
ing, breakfast foods, usually associated with low per cent 
margins and therefore sometimes considered unprofitable, 
are also in this top ten 

We have been talking in rather broad terms thus far, so 


that we can gain a better understanding of the modern 
supermarket. Now, let's concentrate our attention on coffee 
to see what it contributes to the supermarket. 

But before talking facts about coffee, let’s consider the 
retailer attitude toward your product. Briefly, this is the 
attitude: “Coffee is not profitable—it’s a price football— 
per cent margin is low—we don’t make any money on 
coffee—we're not anxious to promote it.” 


Are there facts? 


You, as leaders in the coffee industry, have faced this 
attitude for many years, and I believe you would like to 
correct it if you could. So, let’s start our diagnosis of this 
problem to see if there are facts at your disposal that will 
help to put coffee in a more favorable light and thus gain 
the support of distributors and retailers in merchandising 
your product. . 

We have seen that beverages are the No. 1 category of 
39 in the grocery department, contributing more than 10% 
Here’s a close-up of the beverage 
many operators, 


of total grocery sales. 
category that will prove enlightening to 
because it shows the tremendous popularity of coffee among 
consumers. 

Coffee has $777 in sales per supermarket per week, or 
59.8% oi beverage sales. This compares with $258 and 
19.9% for soft drinks, $120 and 9.2% for beer, $42 and 
for beverage bases; $34 and 2.6% for tea, $27 and 
$42 and 3.2% for miscellaneous 


» 


4.2% 
2.1% for 
beverages. 

We see that coffee is by far the dominant product in 
that it is the product around which 


cocoa and 


American beverages 
all other beverages are grouped, that it is the beverage 
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looked for and shopped for more often than any other. In 
a word, coffee is ‘popular’ as few other products are 
popular in the modern supermarket. 

But how does coffee compare with popular products in 
categories other than beverages, in proportion of total 
store dollar sales? 

Coffee’s proportion is 3.24%. Other categories show 
these figures: all household supplies, 2.56%; all canned 
vegetables, 2.50%; all paper products, 2.11%; all 
and detergents, 2.01%; all candy and gum, 1.85%; all 
canned fruit, 1.82%: all breakfast foods, 1.44%. 


Soaps 


But how big? 


This seems undeniable proof that coffee is a highly im- 
portant and truly essential product to the American family 
—and therefore to the retailer. Few retailers, in our opin- 
ion, realize that coffee puts more money in the cash register 
than canned vegetables, or paper, or soaps and detergents, 
or candy and gum, or canned fruit, or breakfast foods 
They realize that coffee sells well, but few realize the 
enormity of its dollar volume 

As we examine profitability, we must first consider the 
basic law of supermarket pricing—a law that has enabled 
supermarkets to capture nearly 2/3’s of total food store 
sales. It is a sliding scale method that applies high margins 
to slow sellers, medium margins to items with average 
that 
benefits consumers, manufacturers and retailers because it 


sales and low margins to fastest sellers, a system 
promotes sales and consumption. 

But in spite of the low per cent margins on sales 
5.7% on regular coffee—coffee earns a surprisingly high 


gross profit 


Here's how coffee ranks, in gross profit per week, out of 
264 categories in groceries: 

1. Cookies, $95.31; 2. candy, $79.07; 3. 
$66.68; 4, shampoo, deodorants, creams, $55.29; 5. cereals, 
$54.61; 6. soft drinks, $51.69; 7. coffee, $50.46; 8. crackers, 
$33.38; 9. toothpaste, brushes, $32.88; 10. toilet tissue, 
$32.50. 

There are that we break the 
grocery department into classes of merchandise. Here we 
have separated the total department into 264 classes and 
from these 264 we have selected the 10 most profitable. 

We see that coffee is topped by only six classes of pre »duct 

-and that coffee brings in more dollar gross profit than 
the remaining 257 categories 

Unfortunately, in these 257 less profitable categories are 


cigarettes, 


several ways can entire 


many that are considered as far more profitable than coffee 
and enjoy the extra promotional effort that retailers put 
behind products with a reputation for profitability 

Let’s explore this idea. 

Coffee, with 6.5% margin on sales, earns a gross profit 
of $50.46. Here’s how this compares with other products: 


How does it compare? 


Waxes and polishes, 35.2% margin on sales, 
gross profit per week; candy bars and gum, 19.0%, 
jams, jellies, 27.4%, $27.93; housewares, 25.1%, 
pickles, olives, 26.7%, $35.80; cake mixes, 16.7%, 


19.4%, $40.06; salad 


FAH 
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canned juices, dressings, 


$25.36. 
Here’s dramatic proof that per cent profit can fool you 
Coffee, with a gross profit of only 6.5% on sales, earns 


substantially more in actual dollars than many of the 
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classes of product that are widely accepted by supermarket 
operators 

The 
bit from the profit reputation enjoyed by these products 
but rather to put coffee in its true and proper light. 

And finally, as we explore the role of coffee in super- 
marketing, let's see whether coffee earns the 
this era 


as highly lucrative. 
facts we see here are not intended to detract one 


spac e it Oc- 


cupies. This is very when new 


products are fighting for retailer acceptance and shelf space, 


important in 


and established products are fighting to hold what they 
have 

Regular coffee sold 11 units, produced $13.27 in sales 
Instant coffee, 13 units, 
The 


and earned a gross profit of $.76. 
$13.41 $1.58 in gross profit 
coffee, 11 units, $12.88 and $.84. 
We saw that the 
partment sold 14 units, produced 


in sales, average for all 


foot in the grocery de- 


$4.06 in sales and earned 


average shelf 


a gross profit of 74¢ a week. 


More than pays its way 


Although 
high as the its dollar sales are three times as great 
and its gross profit is well above the 74¢ average. And so 
we must conclude that coffee more than earns the space it 


coffee doesn’t quite produce unit sales as 


average, 


occupies. 

Time does not allow a further exploration into the role 
of coffee in the modern supermarket—but I can assure you 
that as you study the 120 page Super Valu report, many 
new and surprising facts about your product will be found. 


You might well ask, “But hasn’t the retailer had these 


SCHAEFER 
KLAUSSMANN CO, INC. 


facts before him all along? Doesn't he understand coffee’s 
popularity and profitability?” 

The answer is an amphatic “No,” for leading chains 
like Grand Union have told us that they cannot even begin 
to undertake such a penetrating study as this. 

Progressive Grocer appreciates this opportunity 
sent these facts to the National Coffee Association—and 
invites its members to study the coffee story it contains 
facts to the attenion of the nation’s food 
gain the merchandising that 


pre- 


bring these 
retailers and 
your product merits. 


thus support 


Bingham Coffee opens new 


plant in Jacksonville, Fla. 


Formal opening of new quarters of the Bingham Coffee 
Co. in Jacksonville, Fla., was marked by newspaper ads em- 
aided that the company is the city’s largest locally-owned 
coffee roasting operation. 

The new building is a modern structure at 5970 Phillips 
Highway. It is attractively landscaped, including, of course, 
palm trees. 

The company roasts and packs Bingham Coffee for dis- 
tribution to hotels and restaurants, and to the retail trade 
It has been in business in Jacksonville for 25 years 

President of the firm, and its founder, is James W. 
Bingham. Clovis N. Da Silvia is vice president and general 
manager. 
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Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 
Ahl Trans Car—Ahlmann Trans Carib- 
bean Line 
Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Arg-State—Argentine State Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—Barber-W est African Line 
Bl-Dia—Black Diamond Steamship Co 
Brodin—Brodin Line 
Col—Columbus Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Dreyfus—Dreyfus Lines 
Ell-Buck—Ellerman & Bucknell §.§. Co. 
Farrell—Farrell Line 
Grace—Grace Line 
Granco—Transportadora Gran 
Colombiana, Lida 
Gulf—Gulf & South American Steamship 
Gi Inc 


SAILS SHIP 


ABIDJAN 


Del Monte Delta NO05/5 

Afr Grove Farrell USAS/6 

Loudima BI-Dia N0O5/16 NY5/20 

Del Sol Delta NO5/ 26 

Afr Patriot Farrell USA5/17 

Del Vaile Delta N06/16 

Boffa BI-Dia Bo6/16 NY6/19 
20 Del Campo Delta N07/7 


- 


Anus Uw + 


ACAJUTLA 
4/16 Lily Nielsen UF ruit 


AMAPALA 


4/21 Lily Nielsen UF ruit 


BARRANQUILLA 
Marna UFruit Ho4d/25 NO4/27 


Loviand UFruit NY4/27 

Beate Bolten Graco NY4/28 

Copan UFruit NY5/6 

Jersbek UFruit HO5/9 NO5/11 
Elsie Winck UFruit 

Christiane UFruit 

Marna UFruit 5/23 NO5/25 


ViMIf& Re eK LK EB 


BARRIOS 


4/11 Kirsten Torm UFruit 16 N04/20 
4/12 Leon UF ruit 16 N04/18 


APRIL 1958 


Santa Clara Grace Jx4/19 Ba4/21 NY4/23 


Hellenic—Hellenic Lines Lid. 
Hol-Int—Holland-Interamerica Line 
Indepe ndence—lInde pendence Line 
lsthmian—Isthmian Lines, Inc 
JavPac—Java-Pacific Line 
Lamp-Ho—Lamport & Holt Line, Lid. 
Lloya—Lloyd Brasileire 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc 
Nedlloyd—Nedlloyda Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc 
Pioneer—American Pioneer Line 
Prince—Prince Line, Ltd 

PTL—Pacific Transport Lines, Inc 

R Neth—Royal Netherland Steamship Co 
Robin—Robin Line 

Royal Inter—Royal Interocean Line 
SCross Southern Cross Line 
Sprague—Sprague Steamship Line 

Su ed-. { m- Su edish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 

W’ es-Lar—Westfal Larsen Co. Line 

Y amashita—Y amashita Line 


COFFEE BERTHS 


SAILS SHIP LINE 


16 Christiane UF ruit 
19 Lempa UFruit 
22 =‘Trolleggen UFruit 
28 Candida UFruit 
Leon UFruit 
Jytte Skou UF ruit 
Lempa UFruit Ho5/14 


ViU te bh ee 


vw uw 


Candida UFruit Ho05/2 


BUENAVENTURA 


4/12 Merchant Gulf Ho4/21 
4/14 Santa Marta Granco Ho04/23 
4/15 Santa Isabel Grace NY4/22 


4/16 Cali Granco NY4/26 


Tro!leggen UFruit NY5/19 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Abbreviations for ports 


A Atlanti port 
Ba—Baltimore 

Bo ~Boston 
CC—Corpus Christi 
Ch—Chic 12° 
Chsn—Charlest 
CE ( lé 1 e land 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
|x—Jacksonville 
LA—Los Angeles 
M!—Montreal 

Mo- Mot tle 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadel phia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 
§$D—San Diego 
SF—San Franctse 
Se— Se tttle 

St Jo—Saint John 
Ta—Tacoma 

Va—V ancouver 


NOS 


N05/2 


N04 
NO4 


4/25 Neiva Granco Ho5/3 NO05/6 


CARTAGENA 


4/14 Sarta Clara Grace 'x4/19 
4/15 Brate Bolten Granco NY4/28 


CORTES 

4/12 Christiane UFruit NY4/22 
4/16 Lempa UFruit Ho04/23 
Trolleggen UFruit NY4/28 


~ 
Ne 
Vivi oo 


Arctic Tern UFruit NY5/5 


i=) 


Jytte Skou UFruit NY5/12 
Lempa UFruit Ho5/14 
Trolleggen UFruit NY5/19 
Candida UFruit 05/22 


Vivi Vi & & & 
~- ON Nw PY 
ww 


Ba4/21 NY4/23 


N04/26 


Candida UFruit Ho5/2 NO05/5 


Leon UFruit Ho5/7 NO5/9 


N05/16 


N05/24 





SAILS SHIP SAILS SHIP 


COSTA RICA LA UNION 


4/12 Santa Fe LA4/26 SF4/28 PS5/3 4/20 Lily Nielsen UFruit “4/24 Ho5/2 NO5/4 


4/28 Santa Anita LA5/12 SF5/13 PS5/18 
LIMON 


Beate Bolten Granco NY4/28 
Jytte Skou UFruit NY4/20 
Marna UFruit Ho4/25 N04/27 
Loviand UFruit NY4/27 
Copan UFruit NY5/6 
Jersbek UFruit Ho5/9 NO5/11 
Elsie Winck UFruit NY5/11 
Christiane UFruit NY5/18 
Marna UFmit He5/23 NO5/25 


CRISTOBAL 


Choluteca UFruit NY4/20 

Marna UFruit Ho4/25 N04/27 
Lily Nielsen UFruit Ho5/2 NO5/4 
Jersbek UFruit Ho5/9 NO5/11 
Marna UFruit Ho5/23 NO5/25 


vVivivvlh & RS & 


DAR es SALAAM 


4/16 Elizabeth Lykes Gulf5/15 
4/23 Afr Lightning Farrell NY5/23 
5/18 Afr Dawn Farrell NY6/17 
Afr Patriot Farrell 
EL SALVADOR _— —_ 
Afr Glen Farrell 
Santa Fe Grace 26 SF4/28 PS5/3 Afr Glade Farrell 
P. Toscanelli Italian 29 SF5/1 Va5/5 Se5/9 Po5/12 
Washington French 5 SF5/8 Va5/12 Se5/16 Po5/17 
Santa Anita Grace 12 SF5/13 PS5/18 
Vesuvio Italian 22 SF5/25 Va5/30 Se6/4 P06/6 


A. Volta Italian 5/28 SF5/30 Va6/2 Se6/6 P06/9 Afr Patriot Farrell 


Tervaete B-Afr 
Del Sol Delta 
Afr Glen Farrell 
Afr Glade Farre|! 
Del Valle Delta 
Del Campo Delta 


GUATEMALA 


4/19 Santa Fe Grace LA4/26 SF4/28 PS5/3 
5/5 Santa Anita Grace LA5/12 SF5/13 PS5/18 


Avuvuws. & & 


GUAYAQUIL 


4/12 Santa Marta Granco Ho4/23 NO4/25 MATADI 
4/23 Neiva Granco Ho5/3 NO5/6 4/10 Afr Patriot Farre!| 
4/19 Lukala B-Afr 
. 4/23 Del Sol Delta 
LA LIBERTAD </1 Neate B- Afr 


4/18 Lily Nielsen UF ruit 24 Ho5/2 NO5 5/9 Afr Glen Farrell 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


SOUTH AMERICA 
A Partner PARANAGUA, SANTOS 


RIO DE JANEIRO, VICTORIA 


of th € Regular weekly sailings 


“Coffee Indystry 
since 1919 


A e | es 
Vola lowe WEST AFRICA 
MISSISSIPPI SHIPPING COMPANY, IKC, * NEW ORLEAKS ANGOLA, BELGIAN CONGO, 


NEW YORK — CHICAGO CAMEROONS, IVORY COAST, 


— ST. $ 
WASHINGTON — ST. LOUI » AND LIBERIA 
AGENTS: 


RIO DE JANEIRO: DELTA LINE, INC, 

Rua Visconde Inhauma 134 

SANTOS: DELTA LINE, INC. 

Rua 15 de Novembre 176-178 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 

LUANDA & LOBITO 

Sociedade Luso-Americana, Ltda. 

MATADI 

Nieuwe Afrikaansche Handels Vennootschap 


Direct regular service 
m 








COFFEE & TEA NDUSTR 





SAILS SHIP 


Afr Glade 
Del Vaile 
De! Campo 


MOMBASA 


Afr Lightning 
Elizabeth 
Mormacwind 
Afr Dawn 
Robin Kirk 


NICARAGUA 


4/14 Santa Fe 
4/30 Santa Anita 


PARANAGUA 


4 Trader 
Chile 
Sagoland 
Alpherat 
De! Mundo 
Paraguai 
Argentina 
Progress 
Del Rio 
Domingos 
Bahia 
Dei Santos 
Snefjeld 
Equador 
Santos 
Canada 
Del Alba 
Montevideo 
Del Oro 
De! Viento 


LINE 


Farrell 
Delta 
Delta 


Farrell 
Lykes 
Robin 
Farrel! 
Robin 


Grace 
Grace 


Nopal 
Lloyd 
Brodin 
Hol- Int 
Delta 
Lloyd 
Lloyd 
Nopal 
Delta 
Lioyd 
SCross 
Delta 
Nopal 
Lloyd 
Stockard 
Lloyd 
Delta 
Stockard 
Delta 
Delta 


de JANEIRO 


Trader 

Del Sud 
Chile 
Sagoland 
Alpherat 
Del Mundo 
Rio de Janeiro 
Progress 
Paraguai 
Argentina 
De! Rio 
Bahia 
Domingos 
De! Mar 
Buenos Aires 
Snefjeid 
Del Santos 
Equador 
Del Norte 
Santos 
Canada 
Del Alba 
Dei Sud 
Montevideo 
De! Oro 
De! Viento 


Sagoland 
Chile 

De! Sud 
Alpherat 
De! Mundo 
Rio de Janeiro 
Progress 
Paraguai 
Argentina 
Dei Rio 
Domingos 
Bahia 

Del Mar 


ViVi e &e He eee KH H&S & 


1958 


Nopal 
Delta 
Lloyd 
Brodin 
Hol- int 
Deita 
Stockard 
Nopa! 
Lioyd 
Lloyd 
Delta 
SCross 
Lloyd 
Deita 
Stockard 
Nopal 
Delta 
Lloyd 
Deita 
Stockard 
Lloyd 
Delta 
Delta 
Stockard 
Deita 
Delta 


Nopal 
Brodin 
Lloyd 
Delta 
Hol- int 
Deita 
Stockard 
Nopal 
Lloyd 
Lloyd 
Delta 
Lloyd 
SCross 
Delta 


NY5/23 
Gulf5/15 
Bo6/3 NY6/5 
NY6/17 
Bo7/3 NY7/5 


LA4/26 SF4/28 PS5/3 
LA5/12 SF5/13 PS5/18 


N04/28 Ho5/1 

NY5/3 

Ba5/2 NY5/4 Pa5/7 Bo5/9 MI5/13 
NY5/4 Bo5/6 Pa5/8 Ba5/9 HR5/10 
NO5/9 Ho5/14 

NO5/12 Ho5/17 

NY5/13 

N05/9 Ho5/12 

NO5/18 Ho5/23 

NY5/23 

NY5/23 Bo5/27 Pa5/29 Ba5/30 Nf6/1 
NO6/1 H06/6 

N05/29 Ho6/1 

NY6/2 

NY6/8 Bo6/11 Pa6/13 Ba6/15 
NY6/13 

N06/15 H06/20 

NY6/22 Bo6/25 Pa6/27 Ba6/29 
N06/29 Ho7/4 

N0O7/3 Ho7/8 


N04/28 Ho5/1 

N04/30 HO05/5 

NY5/3 

Ba5/2 NY5/4 Pa5/7 Bo5/9 MI5/19 
NY5/4 Bo5/6 Pa5/8 Ba5/9 HR5/10 
NO5/9 Ho5/14 

NY5/11 Bo5/14 Pa5/16 Ba5/18 
NO5/9 Ho5/12 

N05/12 Ho5/17 

NY5/13 

N05/18 Ho05/23 

NY5/23 BoS/27 Pa5/29 Ba5/30 Nf6/1 
NY5/23 

NOS Ho5/26 

NY5/25 Bo5/28 Pa5/30 Ba6/1 

NO5 Ho6/1 

N06 5 

NY6/2 

N06/4 H06/9 

NY6/8 Bo6/1l Pa6/13 Ba6/15 
NY6/13 

N06/15 H06/20 

N06/18 H06/23 

NY6/22 Bo6/25 Pa6/27 Ba6 29 
N06/29 Ho7/4 

N0O7/3 Ho7/8 


N04/28 Ho5/1 

Ba5/2 NY5/4 Pa5 7 Bo5/9 MIS 
NY5/3 

N04/30 Ho5/5 

NY5/4 Bo5/6 Pa5/8 Ba5/9 HRS 
NO5/9 Ho5/14 

NY5/11 Bo5/14 Pa5/16 Ba5/18 
N05/9 Ho5/12 

NO5/12 Ho05/17 

NY5/13 

N0Q5/18 Ho5/23 

NY5/23 

NY5/23 Bo5/27 Pa5/29 Ba5/30 Nf6/1 
NO5/21 H05/26 





SERVICE ASSURED! 


Week after week throughout the year Grace 
Line’s fleet of swift, dependable “Santa” 
ships serves the coffee trade. With schedules 
and itineraries geared to the needs of the 
trade, Grace Line keeps a constant supply of 
high-grade green coffees moving to North 
America from the coffee ports of Mexico, 
Central America and South America. For 
quality handling of quality coffees, remember 
to specify, “Ship Via Grace Line.” 


Weekly American Flag Service 
from 
COLOMBIA VENEZUELA ECUADOR 
and 
West Coast of MEXICO and CENTRAL AMERICA 
to 
NEW YORK LOS ANGELES 
PHILADELPHIA SAN FRANCISCO 
BALTIMORE SEATTLE 
VANCOUVER, B. C. 


GRACE LINE 


3 Hanover Square, New York 4, 
Agents and Offices in All doa yi 











SAILS SHIP LINE DUE 


Buenos Aires Stockard NY5/25 Bo5/28 Pa5/30 Ba6/1 
Snefjeld Nopal NO5/29 Ho6/1 
Del Santos Delta NO6/1 H06/6 
Equador Lloyd NY6/2 
Del Norte Delta NO6/4 H06/9 
Santos Stockard NY6/8 Bo6/1l1 Pa6/13 Ba6/15 
Canada Lloyd NY6/13 
De! Alba Delta N06/15 Ho6/20 
Del Sud Delta NO06/18 H06/23 
Montevideo Stockard NY6/22 Bo6/25 Pa6/27 Ba6/29 
De! Oro Delta N0O6/29 Ho7/4 
18 Del Viento Delta NO7/3 Ho7/8 


Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


NAAAAvVVYUNuUVUvUUMu 


TAMATAVE 


4/17 Mormacsun Robin B05/19 NY5/21 
5/15 Robin Locksley Robin Bo6/17 NY6/19 
6/14 Robin 

Goodfellow Robin Bo7/17 NY7/19 


(Partrimonio Nacional) 





Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its ’ 
list of services vital to Brazil’s trade re- TANGA 
lations with the commercial centres of 4/18 Elizabeth Lykes  Guif5/15 
the world. The American Line maintains 4/18 Afr Lightning Farrell NY5/23 
P Sri oa: 5/13 Afr Dawn Farrell NY6/17 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at VERA CRUZ 
Philadelphia, Baltimore, Norfolk, Jackson- 4/29 Tunaholm Swed-Am MI5/13 
ville and Houston. 5/20 Rydbohoim Swed-Am MI6/3 


—_— VICTORIA 


i 

D = 
: . ~ , H Del Mundo Delta Ho5/9 NO5/14 

H As ; ) p , . 8 
: BRASILEIRO makes the Good Neighbor a Close Neighbor : camel Lloyd NOS/12 Ho5/17 
r — oe Del Rio Delta 05/18 N05/23 


Del Santos Delta Ho6/1 N06/6 


NEW YORK NEW ORLEANS 1 Del Alba Delta 06/15 N06/20 


17 Battery Place 305 Board of Trade Bldg. 5/14 Del Ore Betta = e6/29 NO7/4 
- 1 Del Viento Delta Ho7/3 NO7/8 

















TEA BERTHS 


CALCUTTA 


Stee! Advocate Isthmian NOS 

: } Hero Hellenic NYS 

sh Ip 8 Steel King Isthmian NY5 
Plymouth 


Victory Isthmian NO6 
Nataiie Isthmian NY6 


a 5/1 
5 ~ 6/10 Steel Age Isthmian NY7 
. COCHIN 


Steel Executive Isthmian Bo5/9 NY5/10 

Eastern Prince Ha5/10 Bo5/13 NY5/14 
Hero Hellenic NY5/18 NO6/2 

Steel King Isthmian NY5/19 NO5/27 

Steel Voyager Isthmian Bo5/22 NY5/23 

Steel Scientist Isthmian Bo6/10 NY6/11 

Natalie Isthmian NY6/16 N06/22 
Javanese Prince Ha6/15 Bo6/18 NY6/19 Pa6/24 26 Nf6/28 
Stee! Flyer Isthmian Bo6/22 NY6/23 

Stee! Admiral Isthmian Bo7/8 NY7/9 

Malayan Prince Ha7/21 Bo7/24 NY7 


- & 





REGULAR, FAST EFFICIENT SERVICE 


Avvivuw & & « 
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COLOMBO 


12 Steel Executive Isthmian Bo5/9 NY5/10 

13 Maipura Cunard Bo5/13 NY5/15 Wn5/19 Pa5/19 Nf5/21 Bad 23 
13 Madulsima Cunard $a5/12 NO5/17 Ho5/21 Ga5/23 

13 Eastern Prince Ha5/10 Bo5/13 NY5/14 Pa5/19 Ba5/21 Nf5/23 
15 Steel Advocate Isthmian NO5/16 

16 Silverstream JavPac LA6/3 SF6/7 P06/13 Se6/17 Va6/21 

17 Adams President NY5/23 BoS/28 Ba5/31 HR6/2 LA6/17 SF6/20 
20 Leda Maersk NY5/20 MI6/4 

23 Steel King Isthmian NY5/19 NO5/27 

25 Steel Voyager Isthmian BoS/22 NY5/23 


COLUMBUS LINE, INC. 
’ Monroe Am-Pres NY6/8 Ba6/14 HR6/16 SF7/5 


26 Broadway, New York 4, N.Y, Laust Maersk NY6/1 MI6/16 


WH 4-0825 | 5, Lone Star 
Mariner Am- Pres NY6/20 Bo6/25 Ba6/28 HR6/30 LA7/15 SF7/18 


from 
BUENOS AIRES, MONTEVIDEO 
PARANAGUA, SANTOS, RIO DE JANEIRO 


General Agents 


Vila &Sekeehe Sk L S&S 


NDUSTRIES and The Flavor 





SAILS 


5 


oO 
nN 
uw 


SHIP 


Piymouth 
Victory 

Steel Scientist 

Javanese 

Lexa 

Natalie 

Stee! Flyer 

Hayes 

Laura 

Steel Admiral 

Coolidge 

Steel Age 

Anna 

Malayan 


DJAKARTA 


ll 
18 
27 
30 
11 
ll 
18 
27 


27 
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Steel Voyager 
Laust 

Grant 

Stee! Scientist 
McKinley 
Steel Flyer 
Laura 
Jefferson 
Stee) Admiral 


DJIBOUTI 


4/21 


Stee! Executive 
Stee! King 
Steel Voyager 
Natalie 

Steel Scientist 
Steel Flyer 
Steel Admiral 


HONG KONG 


4 
4 
4 
4 
4 
4 


Ue & 
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Monroe 
Marit 
Hoover 
Tudor 
Fillmore 
Lone Star 
Marine 
Van Buren 
Wilson 
Sally 
Talleyrand 
Hayes 
Jeppesen 
Coolidge 
Igadi 
Grant 
Susan 
Polk 
Maren 
Lisholt 
Jefferson 
Ivaran 


Tungus 
Hoosier Mariner 
Hoover 
Marit 
Tudor 
Wilson 
Sally 
Talleyrand 
Jeppesen 
Igadi 
Susan 
Lisholt 
Maren 
lvaran 


SHIMIZU 


11 
ll 
13 
19 


PR 


Johannes 
Mist 
Tungus 


LINE 


Isthmian N06/16 

Isthmian Bo6/19 NY6/11 

Prince Ha6/15 Bo6/18 NY6/19 Pa6/24 Ba6/26 Nf6/28 
Maersk NY6/19 MI7/4 

Isthmian NY6/16 N06/22 

Isthmian Bo6/22 NY6/23 

Am-Pres NY7/4 Bo7/9 Ba7/12 HR7/14 LA7/29 SF8/1 
Maersk NY7/7 MI7/22 

Isthmian Bo7/8 NY7/9 

Am- Pres NY7/18 Bo7/23 Ba7/26 HR7/28 LA8/12 SF8/15 
Isthmian NY7/14 NO7/19 

Maersk NY7/20 MI8/4 

Prircee Ha7/21 Bo7/24 NY7/25 Pa7/30 Ba8/1 Nf8/3 


Isthmian Bo5/9 NY5/10 

Maersk NY6/1 MI6/16 

Am-Pres LA6/8 NY6/24 Ba6 30 Bo7/4 
Isthmian Bo6/10 NY6/11 

Am-Pres LA6/24 NY7/10 Ba7/16 Bo7/19 
Isthmian Bo6/22 NY6/23 

Maersk NY7/7 MI7/22 

Am-Pres LA7/8 NY7/24 Ba7/31 Bo8/4 
Isthmian Bo7/8 NY7/9 


Isthmian Bo5/9 NY5/10 
Isthmian NY5/19 NO5/27 
Isthmian Bo5/22 NY5/23 
Isthmian NY6/16 N06/22 
Isthmian Bo6/10 NY6/11 
Isthmian Bo6/22 NY6/23 
Isthmian Bo7/8 NY7/9 


Am-Pres NY6/8 Ba6/14 HR6/16 
Maersk LAS/11 NY5/26 

Am-Pres SF5/5 

Barb-Wn SF5/12 LA5/14 NY5/29 
Am-Pres LAS/8 NY5/24 Ba5/31 Bo6/4 


Am- Pres NY6/20 Bo6/25 Ba6/28 HR6/30 
Am- Pres SF5/12 LAS/15 

Am- Pres SF5/17 

Maersk SF5/25 NY6/11 

Barb-Wn SF5/27 LA5/29 NY6/13 
Am-Pres NY7/4 Bo7/9 Ba7/12 HR7/14 
Maersk LA6/12 NY6/27 

Am-Pres NY7/18 Bo7/23 Ba7/26 HR7/28 
Stockard NY6/29 Pa7/3 Ba7/5 

Am- Pres LA6/8 NY6/24 Ba6/30 Bo7/4 
Maersk SF6/25 NY7/12 

Am-Pres NY8/3 Ba8/9 HR8/11 

Maersk LA7/12 NY7/27 

Stockard NY7/27 Pa7/31 Ba8/2 

Am- Pres LA7/8 NY7/24 Ba7/31 Bo&/4 
Stockard NY8/24 Pa8/28 Ba8&/30 


Barb-Wn SF4/27 LA4/29 
Am- Pres LA5/5 SF5/11 
Am-Pres SF5/5 

Maersk LA5/11 NY5/26 
Barb-Wn SF5/12 LAS/14 NY5/29 
Am- Pres SF5/17 
Maersk SF5/25 
Barb-Wn SF5/27 
Maersk LA6/12 NY6/27 
Stockard NY6/29 Pa7/3 Ba7/5 
Maersk SF6/25 NY7/12 
Stockard NY7/27 Pa7/31 Ba8/2 
Maersk LA7/12 NY7/27 
Stockard NY8/24 Ba8/28 Ba&/30 


NY5 14 


NY6/11 
LA5/29 NY6/13 


Maersk SF4/26 
Pioneer NY5/5 
Barb-Wn SF4/27 LA4/29 NY5/14 


NY5/13 


Hoosier Mariner Am-Pres LAS/5 SF5/11 


IL 1958 








MOORE-McCORMACK 


a 


AMERICAN FLAG SHIPS 


Freight & Passenger Service 


REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 
TRINIDAD © BARBADOS e BRASIL 
URUGUAY e ARGENTINA 
United States West Coast ports and 
CANAL ZONE e COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY e¢ ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 


5 BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 











» 
ship that 


"extra cup” of 


Expert Handling of COFFEES 


WARD Ze 


 GARC IA Ene 


regularly scheduled sailings 


MEXICO ans CUBA 


VWhrd. Go CLA CORPORATION General Agents 


PIER 34 NORTH RIVER New York 13,N.Y. « WaAtkins 4-4000 


oo COMPLET, om 


% < 
M 
“¢ ano © 














SAILS SHIP LINE DUE 


/26 Marit Maersk LAS/11 NY5/26 

28 Tudor Barb-Wn SF5/12 LAS5/14 NY5/29 
30 Van Buren Am-Pres SF5/12 LA5/15 

ll Sally Maersk SF5/25 NY6/11 

13 Talleyrand Barb-Wn SF5/27 LA5/29 NY6/13 
27 Jeppesen Maersk LA6/12 NY6/27 

30 = Igadi Stockard NY6/29 Pa7/3 Ba7/5 
1l Susan Maersk SF6/25 NY7/12 

26 Maren Maersk LA7/12 NY7/27 

26 Lisholt Stockard NY7/27 Pa7/31 Ba8/2 
24 Ivaran Stockard NY8/24 Pa8/28 Ba8/30 


\ 
FAST DEPENDABLE DELIVERY e | 


. . of your mild coffees 
to United States markets .. . rely on 


UNITED FRUIT @ 
COMPANY YOKOHAMA 


Harrison Am- Pres SF4/21 


Cleveland Am- Pres SF4/23 
Regular Sailings between 


Mist Pioneer NY5/5 

Johannes Maersk SF4/26 NY5/13 

Tungus Barb-Wn SF4/27 LA4/29 NY5/14 
GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 


Hoosier Mariner Am-Pres LA5/5 SF5/11 
and 


Hoover Am- Pres SF5/5 
NEW YORK - NEW ORLEANS - HOUSTON 


NOOO vVUUVU Ss & & 


Marit Maersk LAS/11 NY5/26 

Tudor Barb-Wn SF5/12 LA5/14 NY5/29 

Van Buren Am-Pres SF5/12 LA5/15 

Wilson Am- Pres SF5/17 

Sally Maersk SFS5/25 NY6/11 

Talleyrand Barb-Wn SF5/27 LAS/29 NY6/13 

Jeppesen Maersk LA6/12 NY6/27 

Igadi Stockard NY6/29 Pa7/3 Ba7/5 

Susan Maersk SF6/25 NY7/12 

Lishoit Stockard NY7/27 Pa7/31 Ba8/2 

Maren Maersk LA7/12 NY7/27 

lvaran Stockard NY8/24 Pa8/28 Ba8/30 
Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal 


Auvuwvwvyuwnrvine & eke eke 
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NEW YORK: 
Pier 3, North River 


NEW ORLEANS: 


321 St. Charles St. . 
Le Havre market revises trading rules 


Trading regulations for the Le Havre coffee terminal mar 


ket have been revised, according to a Comtelburo report. 
Cc Oo - er E E The main lines of the new contract are: 
First, the trading unit is raised to ten metric tons from five 


Where you want it when you want it metric tons. Second, the basic grade will be Robusta 


Superieur (excluding Arabica coffee, which had been ad- 





% Your coffee arrives in perfect condition shipped Argentine 
State Line . 13 days from Santos, 12 from Rio to our 
modern terminal, Pier 25, North River, New York Third, imports of Robustas from all origins have been 


mitted before) instead of Robusta Courant. 


%& Fast modern freighters plus 3 new passenger liners serve placed on an equal footing, and differentials will no longer 


the East Coast of South America . . . immaculate holds . . ; : 
? 9 peer Meee exist. Thus, Robustas from Portuguese and British terri- 
skilled handling by experienced crews eliminate damage E : , 
on Gevet cxtianieition tories, Belgian Congo and Indonesia (which formerly were 


ARGENTINE STATE LINE on a 20 franc per kilo discount) are now on a parity with 
French Union Robustas. Indochina (Vietnamese) coffee 


Boyd, Weir and Sewell Inc., General Agents 


24 State St. New York 4, BO 9-5660 has. however, been deleted from the new contract, as the 





country only exports Arabica and not Robusta coffee. 


ship your coffee 
via Grancolombiana 


COLOMBIA *« ECUADOR ¢ PERU ¢ EL SALVADOR 
GUATEMALA ¢ COSTA RICA « CUBA 
MEXICO to ALL COASTS 


of the U.S. and Canada FLOTA meRCANTE b ° na 
General Agents Gran colom ia 
Transportadora Grancolombiana, Ltda. 


' New York Chicago Detroit 
79 Pine Street 208 South La Salle Street 1355 Book Building 
Agents 
New Orleans and Houston: Texas Transport & Terminal Co., Inc. 
Philadelphia: Lavino Shipping Co. Montreal: Robert Reford Co., Ltd. 
Los Angeles: Balfour, Guthrie & Co., Ltd. Boston: Boston Shipping Corp. 
San Francisco: Balfour, Guthrie & Co., Ltd. Baltimore: Penn-Maryland 8.3. Corp 


COFFEE & TEA INOUSTRIES and The Fi 








off-shore soluble coffee 


(Continued from page 46) N 0 8 A L [ : y FE 


it certainly would make a tremendous inroad on this 
market. 

MR. COOK: I stated earlier that our product research 
suggests we are going to learn more and more about re- 
taining a lot of the aromatic qualities of coffee, and to Regular Service 
do that you have to pack it in air-free atmosphere, and 

ove , ° ais , >. a 7 
so on. That is going to be very difficult to do in Africa, Fast Norwegian Motorships 


for example, and ship in bulk to this country. 





The Northern Pan-America Line A/S 
Oslo 





I would predict that there will continue to be soluble Coffee Service 


coffee production in the processing countries and it will i 

work = to be a rather ans balance. I think the quality Brazil/U. S. Gulf 
segment will be in this country indefinitely; I think there 
will be some price producticn in the growing countries, 
perhaps indefinitely. I think this thing will seek and find Generel ‘Agente 

its proper balance and level. 

MR. O'BRIEN: The very fact that the interest of the Oivind Lorentzen, Inc. 
industry is demonstrated by the large attendance today 21 West Street, New York 6, N.Y 
is their answer to the problem as to whether or not it Whitehall 3-1872 
will gain momentum. If we thought that the importation 
of off-shore solubles would be a trickle and remain that Houston—Biehl & Co., Cotton Exchange Bldg. 

(Continued on page 95) Chicago—F. C. MacFarlane, 2520 Bankers Bldg 


Detroit—F. C. MacFarlane, 945 Free Press Bldg. 





New Orleans—Bieh| & Co., Inc., Sanlin Bldg. 


Santos/Rio—Agencia de Vapores Grieg S/A 


coffee in Norway Paranagua—tTransparana Ltda 


Buenos Aires—International Freighting Corporation, Inc 














By CARL ANTHONSEN 
OVER 


TWENTY-FIVE 
At the end of our first meal in Norway, my thoughts 
naturally turned toward coffee. No good meal is com- YEARS OF 
plete without a good cup of coffee. And in Norway, 
; CONTINUOUS STOCKARD 


where all meals are good, a good cup of coffee follows 
< eee eeee#*ee#ee 


the meal as inevitably as the day follows night. Coffee 
: a ee DEPENDABLE STEAMSHIP 


is more than a luxury in Norway; it’s a necessity AGENCIA de 


Like all Scandinavians, the Norwegians are very fond SERVICE TO VAPORES GRIEG S/A CORPORATION 
of coffee. It’s the national drink. And they insist that Rie de Jascire aaecans 


their coffee be good. The Norwegians are a calm, equa- THE COFFEE Praca Maua 7 Wiitehall 3-2340 
ble people, but I imagine that if anything can drive them ain BALTIMORE: 

to fury, it's a bad cup of coffee TRADE Praca de Republica, 46 = egal 
161 Bourse Bldg. 











So I took it for granted that coffee would just naturally 
be served at the end of our first meal in Norway. But 


* & 
just to make absolutely certain, I told the waiter, and he Mameni I ine 
answered brightly, ‘Kaffe? Ja!” f. 


OFFEE SERVED ... as fine coffee 


But the coftee did not come! My wife was undisturbed 
She is one of those strange creatures who can take her 


shipments should be served! 


coffee or leave it. 
We waited a long time, but that waiter did not appear a REGULAR FAST SERVICE FROM 

again. He was the only waiter in this small hotel dining EL SALVADOR AND NICARAGUA TO 

room, and I found no one else to ask. We were the last ¥& U.S. GULF AND ATLANTIC PORTS 

customers; he had apparently gone off duty for the day. 

But how in the world could a Norwegian waiter forget 

that a customer was waiting for his coffee? 


BIEHL & CO., AGENTS ALL GULF PORTS 


UNITED STATES NAVIGATION 


Finally we gave it up and went up to our room, with- 
ie, oe , CO., INC., AGENT 
out that coffee. My wife did not try to cover up her 


amusement at my coffee-less misery 17 Battery Place, N. Y..4 BOwling Green 9-6000 


PRIL 958 
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Coffee Movement In The U. S. Market 


Total 


Entries Brazil 


622 
866 
957 
729 
912 
804 
650 


735 


1,336 
1,810 
1,883 
1,441 
1,802 
1,424 
1,338 
1,241 


May 

June 

July 
August 
September 
October 
November 
December 





1957 


1,749 
2,026 
1,956 
1,209 
1,431 
1,301 
1,122 
1,588 
1,290 
1,394 
1,801 
1,790 
1,874 
1,06" 
1.295 


January 
February 
March 
April 
May 

lune 

July 
August 
September 
October . 
November 
December 
January 
February 
Mari h (1-27) 


Figures by N. ) 


Coffee & Sugar Exchange, Inc., 1 


Next day I learned that my coffee had been waiting 
for me all the time in the hotel lounge! 

In Norwegian hotels it is the custom to serve cofttee, 
And we 


cottee 


at the dining table, but in the lounge 


not 
decided later, it is a very pleasant custom, It is 


drinking in dignity 


Good coffee 


We toured Norway for a month and we had coffee 
in hotels, restaurants, cafeterias, snack bars and private 
homes, and I don't believe we ever had a bad cup of 
coffee. Even my wife drank coffee some of the time, and 
for a while I thought hopefully that she had been con- 
verted 

After each day's rugged sightseeing and another good 
dinner, it was always a delight to walk a few steps to the 
lounge, sit back in an easy chair, and be handed a cup 
the smiling, All the 
wa tresses in Norway seemed to be smiling and red 
cheeked, as all the children seemed healthy, and all the 


of cottee by red-cheeked waitress 


adults seemed good-natured and friendly. 

In Norwegian homes also, coffee must be drunk in 
another room t's an unwritten law. If the home boasts 
two or more rooms, one is for the meal, and the other 
We had meals and coffee parties in a 
all of them, 


there was another room 


is for cottee 


number of Norwegian homes, no 


and in 


matter how small and humble, 


(Figures in 1,000 bags) 
Deliveries—from : 


Visible Supply—ist of Month 


Others Total Brazil Others Total 


1956 


903 


1,064 
1,362 
1,233 
729 
759 
732 
545 
599 


667 


cae 


tw 





toe Oto 


gin. (Preliminary) 


On one occasion we even went into another 


But that 
dividing the entertainment. 


for coffee 


home for coffee. was a case of two cousins 


Coffee is another word for hospitality among Norwe- 
gians. Whenever a guest arrives, expected or unexpected, 
the woman of the house invariably offers coffee. A 
Norse housewife would be mortified if she could not 
offer coffee to In my own transplanted home, 
my mother would unfailingly offer coffee to any one who 


Even the plumber or gas meter 


a guest, 


came into the house, 
inspector might be offered a cup 


Coffee misery 


Norway is the land of coffee lovers that for two long 
periods, 1914-1918, and the years of the German occupa 
tion, 1940-1945, had little, if any, coffee. This was more 
than Relatives 
told us sadly, but without rancor, of the hardships of 


all their suffering, the 


a severe deprivation; it was calamitous. 


these bitter But despite 
Norwegians seem to be a buoyant people, which is sur 


years. 


prising to visitors who have been led to expect a dour, 
somber people through their reading of Ibsen, Hamsun 
and Undset. 

The Norwegians disike sham, violence and _totalitarian- 
ism. They like democracy, simplicity, and the outdoors, 


good tood and good cottee. 











42 Broadway 





SOUTHERN CROSS LINE 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPING COMPANY, INC. 
General Agents 





New York 4, N. Y. 








The 





THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


the association story 





The lives of all of us are altered for the better 


by the trade group. 


ASTA is a demonstration .. . 


By STEWART P. WANDS, Executive Secretary 
American Spice Trade Association 


Hardly 


} 
daily newspaper Or your favorite magazine to the activity 


a day passes without some reference in your 


yf an association. 
Just what do the nation’s 12,000 associations mean to us? 
Do they contribute to our daily lives? Would our lives be 


different if they failed 


exist? The answer ts, ‘yes 


+ 


Because or associations, Our 


dollars buy better products, 


lives are healthier, 


leisure more enjoyable 
necessary to review 


+ 


tivities of the American 


Association in 


research and 


SPICE Trade 


| 
the fields of 
public relations for the past 
12 months to bear this out 

Taken even individually, 
the fruit of each ASTA pro 


} 


ect 1s sizable But when you review the accomplishments 


! 
tor the year, they are impressive 
In research, a field in which the association that has been 


ictive since 1948, the results are more than gratifying 
Those results are a specific demonstration of how associ 
( on- 


sider, for example, the article in the American Journal of 


ations make our lives healthier and more pleasant. 


Gastroenterology, which revealed that not only were many 
spices sate for ulcer diets but that diets may be made more 
flavorful through the use of a long list of approved spices 


ASTA 


undertaken by Dr. Seymour J. Gray, working at the Peter 


This three-year study, supported by grants, was 
Bent Brigham Hospital, of the Harvard University Medical 
x hool 
diet therapy in peptic ulcer disease is the unpalatability of 


T he 


Dr. Gray pointed out that one of the problems ot 


the diet, with the resultant lack of patient cooperation 


958 


report went on to state that physicians have warned patients 


to avoid spices and highly seasoned foods without objectiy 
evidence to support the effect of different spices upon the 


healing time of peptic ulcers 


As a result of this study, many spices can now be recom 


the American Spice 


daily lives 


mended for use in special diets and 
Trade Association has indeed contributed to the 
ot many Of us 

association has been ettective 
in’ performing a James R 
Wilson. ASTA that the 


American Heart Association has just published a series of 


Another instance where the 
service for many of us: Dr 


medical consultant, has advised 


t 


booklets on low sodium diets prepared under the direction 
I i 


of its committee on sodium-restricted diets. In these book 


lets, prominent attention has been gi te e role spices 


can play in keeping food from tasting when 
is necessary to cut down on salt 
Dr. Wilson goes on to point out that this is another 


he He 


medical men did _ not 


ample ot how rewarding spice res¢ arch can 


plains that prior to 1951, 


free to recommend spices and herbs in these 


for the simple reason that the sodium contet 


mercial spices was unknown Thus, in 1952, when 
University of Wisconsin research was published 

diately became apparent that not only would 
recommend the use 
Almost 
American Heart Association rec 
Food for Your Heart In 
made in National Research 


Sodium-Restricted Diet 


t 


but highly desirable to 


sodium-restricted diets immediately 
ommended the us« 
in its booklet, 1954 a similar 


recommendation was Council 
publication No. 325, 
the American Heart Association does it again 
booklets prepared with the concurrence 


Medical Association, The American Dtet 





Fifty-Four Years 


of Service 


to the SPICE TRADE 


THE CAROLINA 
PEPPER ASSOCIATION 


Florence, South Carolina 


Growers and Shippers of 


HOT CAROLINA 
LONG RED PEPPERS 


¢ Dependable source for highest quality domestic RED PEPPERS. 
¢ Our "low heat—slow drying’ process guarantees brightest RED color. 


e RED PEPPERS "bred up" for extra pungency, long lasting color. 
e FIFTY-FOUR YEARS of production experience. 


T. B. YOUNG & CO., Agents and Managers 
Florence, S. C. 
P.O. Box 632 Telephone 4367 





the U. S. Department of Health, Education and Welfare. 
How many people are on a reduced salt intake? We do 
not know precisely, but we do know that the number tends 
to increase rapidly after middle life. It is probable that 
several million either are, or should be, on a diet sufficiently 
low in salt to make it desirable to add spices and herbs from 
the point of view of flavor 
patients, but most of them are following their usual 
When sodium restriction is once started, 


Some of these are hospital 


pursuits at home. 
it is usually continued for a long period of time. 

Research helps us find new, proper and useful places 
for spices and herbs. As they are shown to be more and 
more useful to the doctor in the practice of medicine, the 
will be to apply the old admonition, 


and no spices of course.’ 


less inclined he 

These are just two of the projects of the association's re 
search program undertaken in the interest of all of us, and 
there will be others to follow 

At the consumer, bulk and institutional levels, the asso- 
ciation’s public relations program, handled by the Bernard 
L. Lewis Agency, is constantly striving to develop new 
dishes, new recipes, new treatments of old dishes that will 
make each meal a delight and a new pleasure, whether it 


ASTA Convention — Program 


be served in your own home or at your favorite restaurant 

This past year, our public relations program distributed 
some 350 recipes which were aimed at educating the public 
on the art of seasoning. Typical of the sense of public re 
sponsibility which enlightened associations are demonstrating 
today is the fact that each and every one of these food 
ideas was developed and painstakingly tested in the most 
modern of test kitchens. The Lewis agency's dietitians and 
home economists make certain that each ingredient is whol« 
some and that every direction is so clear any average home 
maker will find it easy to follow. Our premise is that out 
recipes should not only promote spices, but actually help 

We are 

our own industry through a valuable educational service t 


the public 


women feed their families better thus furthering 


That this policy 1S beneficial to everyone can be 
experience ASTA has had 
The “A-B-C of Spice Cookery” proved so 


(Continued n 


clearly in the with its spt 


cookbooklets.’ 


page 8&8) 


igh yield” convention set for America’s spice men 





spice men are set for another “high yield’ 


America’s 
convention, 
ith-8th at the 


It will carry 


This year's conclave is being held May 
Grove Park Inn, Asheville, North Carolina. 
forward the American Spice Trade Association convention 
tradition of maximum return for time invested. 

Froth customary at conventions in other fields has been 
swept aside. Business sessions are based, in the main, on 
reports sent to members weeks before the conclave.  Plat- 
form speakers are the exception, rather than the rule, as at 
other conventions. 

Yet ASTA conventions are not all work. At the 


Park Inn, spice people will have ample opportunity to play, 


Grove 


too. 

The business sessions will get underway on Monday, May 
Sth, at 9:00 
chaired by the spice man who heads it up 
for the dealers, Samuel Kaltman, grinders, and Robert J 


The 


a.m., with meetings of ASTA's sections, each 


Gerrit Leonard 
Shearman, agents and brokers section meetings are 
scheduled to end at noon 

The association’s annual meeting will get underway at 
9:00 a.m. on Tuesday, with ASTA President T. Bernard 
Jones handling the gavel. 

During the meeting, the group will hear J. Roger Deas, 
American Can Co.., 


ments affecting spices 


of the report on packaging develop- 
At the final business session, on Wednesday morning, 
ASTA 


coming year, and will name members of arbitration boards 


members will elect officers and directors for the 


and committees. 

I. B. Catz will report to the meeting on the International 
Cooperation Administration 

The convention's social side will be launched officially 
Sunday evening, at 6:00 with a reception tendered 
to the members of the board of directors 


p-m., 


Each morning, during the business sessions, events have 


been scheduled for the ladies—sports events and a tour of 
the Biltmore Estate 
Noon to 1:00 P m on 


aside as hospitality hour 


Monday and Tuesday at 


The golf tournament and other sports events 
underway on Monday at 2.00 p.m 
From 7:00 to 9:00 p.m. that evening, the spice 
The Grove Park Inn's « 
ASTA with barb 
1 


Casual clothes will be in ord 


will gather for a cookout 


experts will challenge appetites 


chicken and ribs of beef 
for this event. 

m., ASTA’s 
a Mountaine: 


dancing, entertainment and 
by 


Following the cookout, at 9:00 p asso 


ate members will be hosts to the convention at 

Night, an 

For those who prefer it, a 
I 


Dre SS, 


evening of square 


second orchestra will 


ASTA 


fun 


provided for regular dancing notes, should 


be strictly informal 
take off for thet 


women will sett! 


Tuesday evening, the spice men will 


traditional bowling tournament, while the 
down to a ladies’ card party 

Wednesday the convention will wind up with a rece] 
at 700 p- m., 
entertainment 


and the annual banquet, with dancing 


starting at 8:00 p.m and running into 


wee hours of the morning 
The convention will bring spice people to the Blu 
Ridge Mountains, backdrop for the Grove Park Inn, when 
spring there should be at its pleasantest 
Golfers will be able to get into the swing of 
the 18-hole 


Park 


of the hotel 


championship golf course, adjacent 


Grove Inn. The course is, in fact, the fr 


Facilities are also available for tennis, swimn 


minton, bowling, croquet and shuffleboard 





Rapid changeover 
increases daily output 
of short production runs 


“Our Stokes & Smith ‘EQ’ Filler makes it possible to package our 
spices in sizes ranging from 1 to 16 ounces with 25% less change- 
over time than required by our previous equipment. This feature 
alone assures rapid filling of small orders which make up much of 
our business in pepper, cinnamon, nutmeg, cloves, allspice, chili pow- 
der and ginger. And by holding net weights to within is ounce per 
pound accuracy, it also eliminates time-consuming check weighing.” 


In addition to these advantages, Mr. R. H. Cardwell, Jr., of C. W. 
Antrim & Sons, Inc. also reports, ‘We can fill spices directly into 
a prefabricated bag which is then inserted in a rigid container. 
With a minimum of adjustment, a flip of a switch, we can change 
Ono simple edjestment on the seule beam over to pressure pack filling or gross weighing directly into con- 
changes the net fill to the desired tainers. The auger-type mechanism delivers a constant, smooth 
weight, accurate to within ¥, ounce flow when handling either free-flowing or oily spices. Four point 
plus or minus per pound. This adjust- lubrication is all that is required because the ‘EG’ is electrically 
oS ce aoe = Teen ates. controlled, reducing mechanical parts to a simple belt drive and 
shaft instead of a complicated, hard-to-maintain mechanism.” 


Putting ldeas to Work 


FOOD MACHINERY AND CHEMICAL CORPORATION 


FOOD MACHINERY Stokes & Smith Plant 
oy eh tg 4920 SUMMERDALE AVENUE, PHILADELPHIA 24, PA. 


CORPORATION 


USTR 





ASTA Convention — Public Relations 


two decades of spice publicity 





long range program has altered consumer attitudes from disinterest 


to eagerness . . . opening new opportunities for industry promotion 


By ALBERT E. KEOGLER, Chairman 
Publicity Committee 
American Spice Trade Association 


Seldom in the annals of American publishing has a 
best seller novel had an advance sale of 50,000 copies 
before it left the press. Yet that is what happened this 
year when the American Spice Trade Association pub- 
lished its newest spice cookbook, “How To Use Spices”! 

The story behind this un- 
usual sale is an example of 
the enthusiasm toward spices 
that exists in this country to 
day—a tribute to ASTA’s 
very effective publicity pro- 
gram, which celebrates its 
20th birthday this year 

The advance order for the 
ASTA cookbook 


from a pharmaceutical firm 


new came 
which realized that the cur 
rent popularity of 
could help to sell vitamins. 


Spic es 


The drug company ts packaging its pills in apothecary 
jars which can be turned into attractive spice containers 
by homemakers. As a result, the manufacturer launched 
a nationwide promotion offering a set of 16 spice labels 
AND a copy of ‘How To use Spices” to each 
label and 25¢. Ads appeared 


vitamin 


customer who sent in a 
in leading national magazines and displays went into 
some 30,000 retail drug stores. 

Initially, the vitamin-maker ordered 18,000 copies of 
the ASTA recipe book he felt, to take care 


of a moderately successful response. His ads began ap 


sufficient, 
| 
pearing and his salesmen began alerting druggists. At 
that point, last minute details slightly delayed the print 
ing of our booklet and it couldn't be shipped on the 
scheduled date. Shortly after the first ads were on the 
stands, envelopes bearing quarters began pouring in 
By the end of the first week, 
ASTA 


order Co 


faster and faster each day 
receiv ed 
50,000 


the response was in the thousands and 


an urgent wire Please increase our 


copies and make sure we get the first run off the press 
20,000 persons have paid their 


At this } 


quarters for the spice labels and our booklet, and there 


writing, over 


is a very good chance the pharmaceutical people will 


re-order from ASTA, 


have to Meantime, they have been 


so impressed by the magic appeal of spices that they are 
thinking of further promotions and are producing a TV 
film on displaying spices in the home 

took the 


Lewis agency over a year to produce, is now well on its 


How To Use Spices’, which Bernard I 
way to equalling or bettering the mark of 700,000 copies 
A-B-C of Spice 


which was set by our very popular | 
Cookery re 

Stores of public enthusiasm over spices are familiar 
The 
not only receptive, she is downright eager to learn mor 
from the 


to every grinder in the trade today onsumer is 


about the art of This is a far cry 


situation which existed when our industry publicity pro 


seasoning 


years ago In two decades, despite 


gram was started 20 
the problems of two wars, we have succeeded in changing 


a tremendous number of consumers from disinterested 


bystanders to genuine friends of spices. Consumption 


has spurted and considerably outstripped the growth 


population 


For an industry the trade to a 


complish these things at a time when multi-millior 


dollar advertising and promotional programs are com 


mon in the food business, has meant a tremendous amount 
We 
repeatedly that ours is, year in and year out, one of the 
most effective food publicity 

This 20th year has seen the ASTA publicity 


of hard work and dollar squeezing have been told 


ampaigns in the country 


SCOrC successes 
Looking back over the p 


tee feels that the joint promotional campaign 


many 
ast year, the publicity commit 


outstanding exam} le of su 


relations and intra-industry cooperation 


minced onion Was an 

public 
Combining promotional efforts with the American D 

hydrated Onion and Garlic ASTA helped 


blanket 


seasoning It is 


Assoc ration, 
\ 


the country with material on the new 


estimated that this campaign 


more than a quarter of a billion circulation 


In newspapers alone, the circulation reached over 


I 
000,000, divided among stories by individual food 
ind others by syndicated food columnists 


ibout every syndicate and press service 


has done at ast one story on this produ ind 


fed 





-SPICES 


Everywhere 


.and wherever you find spices, Cibdncidie ahiane 
R . : : India 
eundlis wanes te hts you'll find Irving Trust Company 


Sarawak 7 . 
has the particular market experi- 


ence so vital in a business as 


specialized as spices. 


A background of service for more 


than a century to firms importing 
Harvesting mustard seeds 


from: markets all over the world, Denmark 
Bundling cinnamon bark (sticks) 


Indonesia is one of the reasons Irving Trust 


Company understands your 


financial needs and is equipped to 


help you in many additional 


Ways. 


Spices arriving in U.S. 


New York 


Separating mace from nutmegs 
Br. W. Indies (Granada) 


IRVING TRUST COMPANY 


One Wall Street, New York 15, N.Y. 


Capital Funds over $130,000,000 Total Assets over $1,500.000,000 
RICHARD H. WeEsvT. Chairman of the Board GEORGE A MURPHY, President 


International Banking Division—ARTHUR G. BOARDMAN, JR., Senior Vice President in Charge 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 





ASTA Convention — Seeds 


trends in spice seeds 





By LOUIS FURTH 


Seeds are classified in the trade as oil seeds, field seeds, 
garden seeds, bird seeds and spice seeds. Spice seeds are 
ingredients added to food items for their specific flavor and 
aroma. Each has a different property and none can sub- 


stitute for another. Therefore, the market of each spice 
seed develops independently, 

according to the rules of 
supply and demand, 

Imports ot spice seeds into 
the U. S., 
follows for 
to 1956 

Anise $39,800 in 
1957. 437,407 in 1956: car- 


7,595,133 and 6,- 


n pounds, ran as 
1957, compared 


seed ’ 


aw ay seed, 
843,852; celery seed. 2,292.- 
882 and 1,580,259: coriander 
seed, 2,403,344 and 2,242.- 
499; cumin 2,302,619 
and 3,098,488: fennel seed. 
seed, 7,700,895 and 6,373,27 
13,260,651 

Poppy seed: Production of poppy seed is prohibited in the 


seed, 
and 339,763: poppy 


7: sesame seed, 14,913,788 and 


U.S. Holland is the major source of supply, followed by 
Poland, Turkey, Argentina, Denmark and others. 

In 1956, Holland had a crop failure. In April, 1957, 
Dutch poppy seed was available at 251/4¢ per pound, but 
by August it reached a height of 34¢. The high price in- 
duced farmers in Holland to plant poppy seed on a larger 
favorable and an 

were harvested. 


esti- 


The 


acreage. Weather conditions were 
mated 11,000,000 to 12,000,000 Ibs 
1956 crop was only 7,200,000 pounds. 

New crop poppy seed began to reach the U.S. as early 
as September. The price steadily declined, and by De- 
cember, reached a low of 20¢ per pound. 
indicated a large surplus, and short sellers anti- 


The statistical 
position 
cipated a further decline. 

But Turkey had a complete crop failure 


the planting of poppy seed, and Argentina reported bad 


Iran prohibited 


Ger- 
The 


price advanced steadily, reaching 24¢ by February, when as 


weather which eventually destroyed the entire crop. 
many appeared in Holland as the strongest buyer. 


a result of a large default of a short seller in Holland, it 
jumped in a few days to 26¢. 

Holland reports total exports of the 1957 poppy 
crop, from August, 1957, through February, 1958, of 3,803 


see d 


tons, or 8,384,094 Ibs., of which only about one-third went 
to the U. S. 

Poland had a smaller crop than in previous years. In 
February, the trade received notice that the small quantity 


still available in Poland was needed for domestic con- 
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sumption. A tight market might last until August or Sep 


tember, when new crop poppy seed of Turkey and Holland 


)} 
should be available 


Caraway seed: The main—and for many years the only 
source of supply of this seed, which flavors rye bread, was 
Holland, where a large 1956 crop was followed by a still 
larger 1957 crop, estimated at 21,000,000 Ibs. The price, 
13¢ per pound, declined gradually to 9I4¢ 

Polish 


to the U S.A., and received a good reception 


This year, for the first time, caraway seed came 


Cheaper than 
Dutch caraway seed, it made good headway on our market 


although it is somewhat smaller and darker. It has, how 
ever, a stronger flavor 

Sesame seed: This is basically an oil seed, planted all 
over the world in the temperate and semi-tropical regions 


In the U 


Sesame seed is used here in manu 


as a source of vegetable oil. S., there are cheaper 
sources of vegetable oil 
facturing halvah, and by bakeries for topping bread and in 
comes to the 
market in two forms—natural, or hulled 

The best liked seeds are from Nicaragua and El Salvador 


Other sources are Guatemala, Brazil and Mediterranean and 


making biscuits and crackers. Sesame seed 


unhulled, and 


African countries. India has an export embargo and so has 
Mexico. Importation from China is prohobited in the U.S 

Hulled sesame seed is imported mainly from Nicaragua 
Low-grade hulled sesame seed comes from Lebanon, Sudan 
and Egypt 

The price of Nicaraguan hulled seed was about 28¢ all 
Central America 
N. Y 
February. Reports indicate a good crop, and the price de 


through the season The crop in was 


harvested in December and reached the market by 
clined to 26¢. 


There is a fairly new production of sesame seed in the 
3 


needed other crops for the idle lands 


Planting of cotton has been restricted, and farmers 
Attention was turned 


to sesame seed, which can be grown wherever cotton grows 


problems which had to be solved, to 


} 
enable our farmers to produce sesame seed that could sell 


There were several 


competitively 


} 


The magic words, “Open Sesame” that saved lives 


the fairy tale, became one of the important problems. When 
the plant ripens, the pod opens and the seed is lost. In 
other parts of the world, where harvesting is done manually 
the stems are cut and tied in bundles. After years of exper 
Texas 

} 


non-si 


ments. the Texas Research Foundation in Renner 


gether with other agencies, developed a latterin 


variety, called Tanseed. Last year a new variety of whit 
Blanco, added. A plant built Paris 


Texas, produces a good quality of hulled seed 


sead, called Was 


consumpt! 


Great efforts are being made to enlarge the 
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ASTA Convention — Chili Flavors 


chili powder is mot red hot 





By WALTER E. BLAIR, Cal-Compack Foods, Inc. 


Knowledgeable epicures know that good chili-flavored 
Mexican-style foods are not ordinarily “hot.” The chili 
powders going into these foods today are only very mildly 
pungent, and for many good reasons, 

Most of us know that for many years a typical chili powder 
formula included black pep- 

This of 


prew ar 


per in the product 
course, was in the 
days, when black pepper costs 
were in the 4¢ to 7¢ per 
pound bracket. Black pepper 
is roughly seven to nine times 
hotter than pure chili pepper 
Another that all 
grinders are using a 
basically milder chili pepper 


factor is 
now 


pod in their blends than they 
did before World War Il. 
Black pepper is universally 


and often profusely garnished over food—by the 


same people who believe the myth that “chili is hot For 


used 


instance, in many cases the heat or pungency level achieved 
by this black-pepper garnishing can exceed that of a chilt 
con-carne 

Another instance, curry powder, a blend of many spices, 
often incorporates in a typical blend the use of cayenne or 
red pepper thereby raising the heat level ot the entire 
blend measurably. A lamb curry can easily be much "hotter 
to the taste than most chili flavored foods 

Black pepper and curry powder are much accepted and 
enjoyed by much of the world’s population. They have 
distinctive flavors, and the “‘bite’’ serves to enhance the ac 
companying flavors. The same holds true with chili powders 
However, it seems that much work needs to be done to edu 


if 


cate the bulk of the American public that tacos, tamales, 


enchiladas and chile-con-carne are not so hot that the average 


This 


misconception can be shaken by evidence in the Southwest, 


person cannot tolerate these Mexican-style foods 
where migrated eastern Americans have learned the facts 
Their very young children love chili-flavored foods, just 
as they do spaghetti or chow mein. 

Nevertheless, the use of chili powder is constantly grow- 
ing. Canners and other food processors are finding more 
and more use for this product with the interesting taste. 

It became apparent some time back that the development 
of chili pepper products could become important to food 
processors and canners. But if chili were to grow into an 
important flavoring ingredient, some type of program was 
necessary. 

For one thing, the basic suppliers came to realize that 


imports from Mexico had to diminish if a quality control 


APR 1958 


program were to be successful. With a few very small ex 
ceptions, all the chili pepper processors have discontinued 
either operating in Mexico themselves, or contracting acreage 
with Mexican farmers. The acreage discontinued in Mexico 
is being replaced mainly by acreage in Orange County, on 
the California coast just south of Los Angeles County. It 
is now the principal growing area for chili pepper. San 
Diego, Ventura and Santa Maria counties in California are 
other areas where chili peppers are also grown 

Since World War II, our chili industry has seen many im 
provements. Seed selection was a must, since it was found 
by our firm, for instance, that seed companies offered only 
“chili pepper planting seed,’ Mexican and California vari 


+ 


evcties 


We soon discovered that sometimes we bought st 
producing very hot chili peppers, or very mild ones, of 
chili peppers that yielded very nicely but with a red color 


pigment that was low, or perhaps another time the flavor 


of the product was completely flat. Therefore, a seed de 


velopment program plant selections, Crossing experiments 


etc., time research all of it had to be con 


ducted, and still goes on constantly 


consuming 


Today, there are varieties of chili peppers being grown 
that both 


Mexican and California types 


characteristics of 
While 


semble the California type, they are not 


California have the best 


many of them re 
truly one « 
in the 


other. In short, this long research has resulted 


varieties of chil7 develope 


duction of super 
high color, rich flavor, uniform pungency 

The same kind of development work was found 
needed on the processing end of the chili industry 
methods of dehydration used in the industry are 


where the pod is exposed t 
Often mold 


Fortunately 


1. Sun drying 
ments and allowed to dry ferme 
and rodent damage occurred 
drying is done any more 

2 The second method is drying in 
heated air. 

In 1946, as soon as people were abl think in pe 
time terms, a big change occurred in tunnel dehydration and 
preparation of the chili pepper. Formerly the chili pod was 


washed and placed whole, on a tray, and the trays were 
drawbac 
the chil: 


Further, the long drying 


stacked on carts and put into the tunnels. The 


were serious. It took 24 to 30 hours to dehydrate 


a hard and cold fact of economics 
process at high temperatures destroyed a great deal 
flavor value by over-caramelizing the natural sugars an 


pigments. The industry was then turning out a dark produ 
sometimes almost black, devoid of rich, red color, and la 


ing in good, pleasant chi/i flavor 
In 1946, Cal-€ ompak Foods, Inc., 





A pepper plantation in South Sumatra 
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ASTA Convention — Peppers 


Carolina’s red pepper 





By R. C. BRUNSON, President 


Carolina Pepper Association 


Domestic production of hot red pepper in Carolina ts pri- 
marily within an area of about 20 to 25 miles around 
Florence, South Carolina 

It is a small crop, as crops go, but an important one to 


the farmers who grow it, most of whom have been pro 
ducing it for many years. It 
might be of interest to know 
that two of the original plant- 
ers are still producing it after 
54 years. 

Carolina is an economic pro- 
ducer of red pepper. It ts 
well suited to the climate and 
soil there. Labor supply, gen- 
erally speaking, is adequate, 
there are 


although times 


when it tightens. This is 
very important, as red pepper 
requires a great deal of labor 
to prepare and plant seed beds, transplant to the fields, 


cultivate, pick, grade, dry and prepare for market 


The volume of production has remained steady during 
the past seven years. Every effort is made to balance pro- 
duction with demand—to produce just the right amount 
that the trade needs in any particular year, not any more or 
less. All things considered, including unseasonable weather 


at times, this program is proving very successful It is 


beneficial to both the trade and the producers 
It might be added that no government program of regu- 
lation is involved with red pepper. It is done solely by 


the farmers working together. 


It should be emphasized also that the price level of Caro- 
lina red pepper has remained steady during this same seven 
year period. The wild fluctuations of the 
taken out of it. Domestic 


postwar years 


have been price level has re 
mained steady in spite of up and down fluctuations of 


various types of imported red peppers 


Quality enters the picture, too. Carolina red peppers 
have long been considered the ‘‘standard of the industry’ 
for grinding and crushing purposes. But we are not satis- 
fied with that. A 


prove Carolina pepper through seed breading. 


1942 to 1m- 
Much has 


program was initiated in 


been accomplished 


The pepper being produced in Carolina today is an out- 


standing quality. The bush is larger and stronger, and 
redder 
The 


stem and calyx separate easily from the base of the pod 
Another 


holds the pods well off the ground. The color is 


and stays red longer. Pungency has been improved 


Resistance to plant diseases has been improved 


aim is better yield 


958 


This work is carried on by Clemson A. and M College in 
conjunction with the Carolina growers It is continuing, 
and further refinements are expected 

Drying of red pepper in Carolina is accomplished by 
spreading the pods thinly in trays with screen wire bottoms, 
stocking these trays in tiers inside barns built for curing 
tobacco, and maintaining a steady heat of approximately 
150 F. for a period of 72 to 96 hours. This slow-drying 
process preserves the brightest red color possible 

Carolina needs the red pepper industry. Its growers ap 
preciate the support of the domestic spice industry and wish 


to assure them of full cooperation 


trends in spice seeds 


(¢ ntinued from page 77) 





of sesame seed products by developing new food items. The 
A cocktail 


cracker and other similar items are coming into the 


sesame seed pie was not as successful as hoped 
m irket 
seeking consumer acceptance 

With the inth 


of Spanish-speaking people, consumption in the U.S. in 


Cumin seed: This is imported from Iran 
creased. Yet the larger part of cumin seed coming to New 
York is reshipped to Central and South America Thanks 
to the cooperation of the steamship companies and their 
willingness to exchange bills of lading and grant through 
rates from Iran to the final destination, such trading in 
transit could be regained by U. S. dealers 

The price of 17¢ has advanced to 25¢ There 
in Iran caused by heavy buying by other countries 

What is the outlook for next 


Poppyseed is planted in the spring and harvested in Aug 


fedsonsr 


ust and September. It is reasonable to expect an increased 


acreage in all producing countries, followed by a declining 


| 


market. New crop Danish and Dutch poppy seed for de 


livery in September and later is already offered below 
year's lowest price 
seed for next season ts already planted There 


will be a heavy carryover in Holland, followed by 


Cardu'a) 


new crop to be harvested in July yet the 


much room [to de 
Dutch 


uncomfortable low 


is low and there 1s not 


can be stored for years, and farmers 


when the market hit an 
Sesame seed has an increasing consumption 
ing capacity of the existing plants exceeds the 
import d see 
underestimate the 


petition between domestic and 


crease No one should 


American farmer. Once the key problems 


will out-produce all other countries, and sor 


not-too-distant future, the U.S 


sesame seed instead or an importer 











chili powder is not red hot 
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; then a new factor in the industry, developed a method of 

Greetings preparation which seemed at the time to be a radical de- 

parture from ordinary processing techniques. As it de- 

to the veloped, it became the answer to all the shortcomings of 
drying in whole-pod form. 

Very simply, a way was found to chop the chili peppers 
into small pieces, approximately the size of large corn 
flakes, and to spread these flakes evenly on trays. The 
trays, stacked on dolly carts, were then placed in dehy- 
ASTA drating tunnels employing lower temperatures and higher 
air volume. The resulting product was a very definite im- 
Co $j provement over the chili peppers dehydrated the old way. 

onvenrion Today the industry is producing products with higher 
color and flavor. Moreover, these products seem to retain 
their natural good flavor longer. In one way or another, 

















almost all major chili processors have discontinued drying 
their grinding stocks by the whole-pod method. 
IMPORTERS LOUIS The quality control laboratory, so much in evidence in 


every major food plant in the nation, has forced the chili 


& DEALERS 
FURTH srocessor to deliver uniform products. In view of this, 
e SEEDS ' I | 


e SPICES 





INC it has become necessary for the grinder to test all his 
. 


products for color, pungency and other factors, such as 


e HERBS 3 ‘ ‘ 
total ash, insect fragmentation, etc. Nowadays, it is not un- 








common to see a grinder’s plant with a laboratory equipped 
with spectrophotometers, high power microscopes, etc. Not 
26 Broadway New York 4, N. 7. all chili pepper processors are doing this today, but they 

Phone: WHitehall 3-4090 are coming to realize the necessity of this type of positive 


control. 














Another area where continued research has been con- 
ducted has been in the storage of all capsicum spices. 
There are yet many things unanswered as to what factors 
Q li . can be employed to help retain the color, flavor, etc., of 

Ud Ity Spices chili pepper products. However, it is known that low 
moisture content in chili hastens general deterioration 
and that when proper moisture levels are employed, all 

" capsicum spices have a tendency towards longer color and 

Since lts{a\e) flavor retention. When all factors are known—moisture, 

| original color value, etc.—it is now at least possible to pre- 

dict rather accurately what quality a product will probably 

be, say, a year from now. In short, extensive work has been 

done on the rate of loss of color, etc., in capsicum spices. 
Work along these lines continues. 

From the salesman’s point of view, the potential growth 
of the use of chili pepper products in the United States is 
an area where a great deal of research still needs to be done. 
Chili pepper consumption is still largely dependent on the 
Mexican-style foods. To date, only a small portion of 
Americans know these foods—and they are concentrated 
mainly in the Southwest. 

With time and a great deal of effort, eventually every 
American will become acquainted with chili-flavored foods. 
When that does happen, the amount of chili pepper con- 
sumed in the United States may well bring it to the point 
where it is one of the top two spice items consumed. 


DURKEE FAMOUS FOODS Not in the saucer 
GENERAL OFFICES: CLEVELAND, OHIO “Have you tried,” asks Restaurant Management, ‘‘train- 


ing your servers to the point where they will never, no 


Glidden’) NEVER, serve a cup AND saucer full of coffee? No guest 


likes to drink from a dripping cup.” 


COFFEE & TEA INDUSTRIES and The Flavor Fi 





ASTA Convention — Dehydrated Onion 


instant minced onion takes hold 





By L. B. WILLIAMS, Director 


California Foods Research Institute 


The past year and a half has seen a definitely accelerat- 
ed consumer acceptance of dehydrated onion and garlic 
products. There has been a particularly large increase 
in the sale of minced onion at retail; and this has been 
brought about at least in part by the extensive publicity 
which has been given this product. 

In September, 1956, members of the American De- 
hydrated Onion and Garlic Association, or ADOGA, 
initiated a campaign to promote minced onion at the 
consumer level. Before the campaign, 
45 magazine food editors received samples of minced 
generic name for 
“instant 


undertaking 


were asked to 
The overwhelming choice was 
It is interesting that this same name was 


onion and suggest a 
the product. 
minced onion.” 
also selected by the majority of 800 consumers who were 
recently surveyed 

Between September, 1956, and February 15th, 1958, 
more than 350,000 lines of publicity were devoted to 


All of 


the service magazines have sampled and tested instant 


instant minced onion in 2,028 daily newspapers. 


minced onion and many are now using instant minced 
onion in recipes of their own creation, as well as in 
recipes and suggestions submitted by ADOGA. 


Home economists like it 


ADOGA was represented at the St. Louis convention 
of the American Home Economics Association by the 
California Foods Research Institute. A continuing demon- 
stration of various uses of instant minced onion, with 
samples, was the hit of the show. More than 3,000 
samples of the product were given away to teachers, and 
2,400 filled for additional information 
and recipes for use in schools and by home demonstration 


requests were 
agents. 

A recent letter from one of the home demonstration 
agents reads as follows: “I have used all of my samples 
of instant minced onion in demonstrating it to home- 
makers. I can't find it in any of my local stores. Will 
you please let me know where I can get it, as my women 
are very enthusiastic about the product and I want to 
continue my demonstrations”. 

Other letters 
home demonstration agents along the same line. 
was explained that not all repackers were 


teachers and other 


In each 


were received from 
instance, it 
using the word “instant” on their minced onion labels. 

Last August the American Spice Trade Association 
made instant minced onion the “spice of the month”, 
and this publicity campaign helped to increase consumer 
interest. 


ADOGA financed 


vision which brought instant minced onion to the at- 


a California food feature for tele- 


tention of additional millions of American housewives 
through presentation on 127 television stations in 42 
states. A recipe leaflet was prepared, and thousands of 
requests by television viewers were filled following this 
television 

In order to develop additional information about the 


acceptance of onion by consumers, an extensive market 


presentation 


analysis of onion use was made late last year by a firm 


of independent marketing economists. Preliminary re 


ports indicate that while 989% of the consumers inter 
viewed use onions raw or cooked, double the number of 


families use them as seasoning rather than as the main 


ingredient of dishes, 72% used as chopped or minced in 
meat dishes, 73% in sauces and gravies, 52% in vegetable 
78% in cheese dishes, 


cookery, 63% in egg and 


64% in appetizers, sandwiches, etc., 


soup, 
and 92% in stuffings. 


Three to one 


Inasmuch as instant minced onion 1s chopped onion 
chopped a little finer, minced can be and is used practical- 
ly three to one against sliced or whole onion in cookery 

About 75% used raw onion chopped or minced 1 
salads; 34% in cold sandwiches; 


salad 


33% in garnishes and 


appetizers; 93% in and 990% in salad 


pe tato 
dressing. 


When consumers were given the opportunity of trying 


instant minced onion for a period of two weeks, 88% 


were enthusiastic 


The survey also showed that there was little difference 
between the modern woman who runs her household the 
‘convenience way” and the traditional housewife type 
who has a pride in production and likes to start her meals 


from scratch, as her mother had to do because of the ab- 


sence of convenience foods. 
found that 


In describing dehydrated products, it was 


many called the dry soups, et 


almost three times as 
dehydrated”, rather than dry 


dehydrated is no longer a 


This would indicate 


that in the consumer mind, 


dirty’ word 
Convenience first 


Among the appeals of the product that created repeat 


sales the number one was ‘convenience’ and ‘ease of 


preparation”, and number two, the ‘true onion flavor.” 
The survey indicated that the potential market for 
66% of the total 


is about popu 


instant minced onion 
lation. 

From a merchandising standpoint, survey tests have 
proven that sales of instant minced onion from dislocated 


that is, displays at locations other than usual 
i ) 


8 3 


displays 
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shelf position, accelerate the movement of the product 
as high as 26 to 1. 

ADOGA contemplates a series of in-store tests to 
determine just where in the store this increased move- 
ment can be maintained continuously. 

ADOGA plans to continue its promotional campaign 
A similar campaign on instant 
This product should show 


on instant minced onion, 
garlic is also contemplated. 


as spectacular a sales increase as instant minced onion. 
The present trend in onion and garlic use in the home, 
as in food manufacturing and institutional fields, seems 


definitely away from the raw product. 


two decades of spice publicity 


(Continued from page 75) 





have issued more than one. Special kits for television 
commentators resulted in millions of other impacts. Mean- 
time, several national magazines added to the total at- 
tention by running stories and recipes. 

A month ago, the vice president of a large hotel chain 
wrote the editor of Hotel Monthly Magazine: “In the 
December, 1957, issue of your fine periodical, there was 
in article of great interest to me entitled, How To Spice 
Up Your Profits’. 
required reading for all our managers and chefs 


I have recommended this article as 


“You might be interested to know that in April, 1956, 
I issued an instruction memo to all of our units on the 
subject of ‘Spices which I incorporated 
National Restaurant Association Technical Bulletin 190, 
entitled, Spices. Your the chart included 
therein will help to emphasize and augment the very 
fine information the NRA imparted in its bulletin.’ 

Such is the effectiveness of ASTA’s publicity work 
We prepared 

i 


Seasonings, in 


article and 


among hotels, restaurants and institutions, 
both the magazine article and the technical bulletin, of 
course. 
in Diner Drive-In Magazine, two separate articles in 
Fast Food Magazine, and one in the current issue of 
Institutions Magazine. Soon to appear will be still others 
in Volume Feeding Management Magazine and Ameri- 


This was in addition to major feature spreads 


can Restaurant Magazine. 

As the spice trade convenes at Grove Park Inn, the 
Lewis agency's institutional department will be staging 
1 presentation on spices at the annual Institutional Food 
Editorial Conference in Chicago. 

Other highlights of our bulk trade publicity work 
in Meat Magazine, one in Baking 
Industry Magazine and another in Baking For Profit 
Magazine. At the time of the program cutback, our 
advertising campaigns in meat, baking, food engineering 


included a feature 


and institutional magazines were also drawing much at- 
tention from potential customers. 

Beating one’s own records each year is a hard job, 
but this past year’s spice dinner achieved just that. It 
drew greater attendance and received more publicity than 
any one before it. Its menu received a national award 
from the printing industry. Its recipes were not only 
lauded by those who attended, but were later used at a 
dinner staged by the India Chamber of Commerce. All 
told, the publicity brought a circulation of about 150,- 

(Continued on page 95) 
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ASTA Convention — Regional 


spice cooking in the Sout 





By JAMES WRIGHT, Davis Manufacturing Co., Inc. 


Knoxville, Tenn 


A Yankee visitor 
in the Great Smokies was hiking through the mountains 


Maybe you've heard this old story. 


and he ran into an old mountaineer carrying a hog rifle 
and a partly filled jug of clear white mountain dew. 
After an exchange of salutations the mountaineer tendered 
the jug to the Yankee and 
said, ‘Here stranger, have a 
drink The Yankee got a 
whiff of the 
likker 


clined 


strong corn 
and graciously de- 


s| he old 


eer would have none of that. 


mountain 


He pointed the hog rifle at 
the Damyankee and _ said, 


Stranger, I said have a 


drink.’ 


he was in a fix, put the jug 


The Yankee, seeing 


to his mouth, held his breath 
and let three or four big 

gulps of the fiery liquid go swizzling down. When he had 
and the old mountaineer re 
lieved him of the jug, handed him the hog riflle and said, 


take a 


stopped gagging gasping 


“Now, Pardner, pint hit at me and make me 


drink.’ 


Many of our good Yankee neighbors who have toured 
the South and eaten in some of the joints along the 
southern highways, feel towards southern cooking about the 


that this Yankee did about likker Be 


may, the people of the South still believe in 


same way corn 
that as it 
gracious living and sumptuous repasts. Even in view of the 
quickie meals our food processors are encouraging our 
sweet little brides to throw together in a skip and a jiffy, 
good cooking today is still no lost art in the South. 

Several years ago Bill Akers and I were quail hunting 
up in the knobs of Jefferson County, Tenn. 
December. The weather was crisp and cool. We had left 
our car about three miles back just off the main road and 
not had much luck. We came upon a neat, clean-looking, 
white frame farm house nestled in a pretty vale. A clear, 
babbling brook meandered down the valley. On both sides 
of the brook were many likely looking fields for birds. We 
approached the house to ask permission to hunt. A 


It was early 


fine 
looking highlander came to the door and immediately in- 
Here we met his wife, daughter and two 
Being in the spice business, I always carried 


vited us in. 
grown sons. 
one or two half pounds of our fresh ground black pepper in 
my hunting coat to give to people who would let us hunt 
on their land. Believe it or not, good old black pepper is 
a better inducement than a five-pound box of candy or a 
fifth of stout horse liniment. Pa ‘lowed as how he'd be glad 
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to have us hunt on his farm and if we'd be kind enough 
to stay and have dinner, son Burl would go with us after 
eating and show us where we could find some birds. After 
the kitchen, we 


Susie and 


smelling the cooking odors coming out of 
fed the sandwiches in our hunting coats to old 
Mike. setter and pointer respectively, graciously accepted 
their hospitality and settled down by the open fire waiting 
for the 


ornery banjo-pickin’ hide if we didn’t sit down to the finest 


tinner bell. The meal was soon served. Bless my 


mess of delicious grub and vittles you ever tasted. First 
off, Pop gave us a nice blessing that he believed a feller 
named Bobby Burns wrote. It went something like this 
Dear Lord, 

Some hae meat and can nae eat it 

Some hae not that wants it 

But we hae meat and we can eat 

so cast Thy blessings on it. Amen 

May the good Lord have mercy upon my soul if there 
wasn't spread before us a big platter of pan broiled country 
cured ham with rich red gravy, a platter of chicken and 
dumplings, a platter of fresh Tennessee country-style pork 
sausage (hog-killing time was just three days gone) fresh 

boiled blackeyed peas 


seasoned with middlin’ meat, pickled beets, candied sweet 


mustard greens, mashed turnips, 
taters, buttered salsify, wonderful light finely chopped cole 
slaw mixed with green peppers, carrots and creases (water 
cress), hot biscuits, corn pone, sourwood honey, home 
made grape jelly, black coffee, sweetmilk, buttermilk, plenty 
of good sweet home-churned butter fresh up from the 
spring house, and finally a big dab of hot homemade apple 


pie whose crispy crust was just oozin’ with sugar and 


cinnamon. I ate till the cows came home and then toted 
that big wonderful heavy dinner up one hill and down 
tuther all afternoon on one of the best quail hunts I've ever 
had. Son Burl knew where every covey in Jefferson County 
was, and he shore made it mighty easy for Old Susie and 
Mike to find them 


my memories and I'm still totin’ around thoughts of that 


The quail hunting became secondary in 


great meal that those hospitable country folk so kindly 
spread before us. May the Good Father keep them and 
bless them. 

The use of spices and herbs in the South has grown tre 
mendously in the past ten years. The average Southerner 
has always liked highly seasoned foods. This, coupled with 
the ever-multiplying population, plus the splendid publicity 
program carried on by the American Spice Trade Associ 
ation through the television, radio, magazines and news- 
papers, has largely been responsible for this increase. Then, 
too, good old Pappy, who has moved a lot of the cooking 
from Mamma’'s kitchen to the backyard grill or barbecue 
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pit, has played a big part in this increase. With the long 
spring, summer and fall seasons in this land of magnolias, 
jasmine, honeysuckle and camelias, old Dad is fast be- 
coming a master with delicate herb and savory spice. Rose- 
mary, saffron, marjoram, curry, comino, oregano, gumbo 
file’, bay leaf, sesame and such are taking their rightful 
places alongside of red and black pepper, cloves, allspice, 
cinnamon, nutmeg and the other long-time standby’s on the 
shelf of the average southern kitchen. By and large, the 
greater number of our good restaurants, clubs and other 
grub dispensaries are striving hard to improve their culinary 
fares and cuisine. Many of the cupboards of the better 
restaurants are bulging with every known type of spice and 
herb. 

Being endowed with a strong set of molars, appreciative 
taste buds and a most spacious and elastic lower diaphram, 
I have become very adept with the knife and fork. Right 
now I would like to close my eyes and engage in a little 
nostalgia about some of the wonderful foods I have had 
the pleasure of partaking. Let's suppose we just hop in 
the gondola of our magic balloon and soar about the country- 
side. While I hate to miss out on such places as Lochobers 
in quaint old Boston; Michel's, Sweet's and Stan and Mike's 
“Lobster” in New York, Waterfront Bookbinders in Phila- 
delphia, Normandy Farms, Watergate Inn and Skipper 
O'Donnell’s Grub and Grog House in Washington, I must 
at this time confine my trip to the South. 

My first stop would be Roanoke, to see friend Archie 
at Archie’s Lobster House. Here I could not resist Archie's 
cherrystone clams on the half shell and one of his big 
tender lob-lolly broiled live Tenant's Harbor lobsters so 
tastefully stuffed with a dressing of buttered crumbs, crab- 
meat and lobster tamale. 

Then off we go to the beautiful city of Charleston. 
We'll land up at the North end of the Batt-ry and meander 
down to Perdita’s on Exchange street just off the waterfront. 
We'll rap on the locked door and someone with two big 
white eyes set in a real black face will peek at us, open the 
door and say “Come in the hoose.’”” Here we'll succumb to 
a bowl of wonderful “She-Crab Soup” and then some of 
Perdita’s baked smoked fresh oysters on the half-shell and 
a portion of broiled pompano with burnt butter and _rose- 
mary sauce. 

Then we'd soar down to Savannah for some of the Ogle- 
thorpe’s famous Brunswick stew, and off again to way down 
yander in New Orleans. There are so many fine eating es- 
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ASTA Convention — Canada 


CSA follows ASTA lead 





By EARL LIPSETT, President 
Canadian Spice Association 


Once again we welcome the opportunity of extending 
greetings to all members of the American Spice Trade As- 
sociation on the occasion of its annual convention. These 
greetings come from the 
members of the Canadian 
Spice Association, who I am 
sure join with me in extend- 
ing best wishes at this time of 
year. 

The Canadian Spice Associ- 
ation has always admired the 
work which you have done in 
the past. As a matter of fact, 
we try, on a very small scale, 
to imitate what you are doing, 
particularly in the promotion 
of spices. 

This is the third year in which we have endeavored, as 
an association, to promote spices here in Canada, and we feel 
that we are now accomplishing more than ever before. 

With the arrival of more ‘“New Canadians’ from Europe, 
who bring with them their love of seasoned foods, the in- 


dustry is enjoying sales of herbs and seeds which they 
never had in the past. 

This past year has seen a number of changes in the 
Canadian spice business. Perhaps one of the most out- 
standing was the fact that the Canadian government finally 
removed the 10% sales tax on spices. This was indeed a 
great relief to the spice millers, in particular. In effect, 
it was like removing a heavy millstone from around their 
necks. All the detail of calculating and paying this tax 
was done away with at long last 

Our flourish. 
grinder, dealer and agent in the spice business here in 


association continues to Practically every 


Canada is interested in, or active in, our association 

This year we are looking forward to holding our 16th 
annual convention the early part of June in the beautiful 
Muskota district of Ontario, at the Britannia Hotel, Lake 
of Bays. 

As in the past, I sincerely hope that our associations may 
continue, in their own way, to promote all that is worthy in 
this fine old trade, the spice business 

Best wishes to your association for a most succe ssful con 


vention 


Canada’s mustard crops 





By L. B. KNOWLTON, Seed Department Manager 
Ellison Milling & Elevator Co., Ltd. 
Lethbridge, Alberta, Canada 


In acreage seeded to mustard and in actual volume, in 
tons produced, Lethbridge, Alberta, Canada, is pretty well 
accepted as the world’s mustard seed capital. 

The United States Department of Agriculture report in- 
dicates that in 1956 approximately 90% of the product con- 
sumed in the U.S. was imported from Canada (Southern 
Alberta). 

Mustard yields were down in 1957 from 1956, but were 
up to average. The growing season was hot and dry, and 
cutworms caused some damage, which resulted in re-seeding 
This, of course, made for a late season. Hail damage was 
normal, 

Oriental mustard was in overproduction, due to the im- 
port restrictions placed on it by some countries which pre- 
viously had bought a large portion of the crop. 

Brown mustard found a ready market. 
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The end of the season saw little surplus of yellow mustard 
and very little carryover. 

The acreage was drastically reduced from 105,000 acres 
in 1956 to 55,000 acres in 1957 


The average yield was around 600 pounds | 


Refrigerator with hide-away range 


inspired by coffee break U. S. 


istocrat, 


Credit the coffee break for development of the Ar 
1 refrigerator which looks like a fine piece of furniture and 
has built into it a hide-away range 

Acme National Refrigeration Co., Long Island City, N.Y., 
says the coffee break inspired the versatile unit 

Not only can you make your coffee on the Aristocrat, 


you can take it hot—or iced. 
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popular with the consuming public that over 700,000 copies 
were requested over a comparatively short span. A very 
large proportion was sold, giving more proof of this book- 
let's informational value. This year, we have published an 
entirely new booklet, called “How To Use Spices.” It 
represents the labor of years of recipe testing and study in 
the best methods of teaching the art of using spices. Sig- 
nificantly, it had an advance sale of 50,000 copies, and from 
comments received, we are confident it will equal or even 
better the mark set by its predecessor, 

This attitude of public responsibility is evident in every 
phase of ASTA publicity. Our photos, our writings are 
handled as accurately and authoritatively as is humanly 
possible The Jamaican dinner, last fall’s annual spice 
banquet for the food press, was an interesting example of 
We told the press they 
way of 


trade association publicity at work 
could authentic Jamaican feast as our 


expect an 
new foods and seasoning tricks to Ameri- 


introducing some 
To live up to our bargain, we sent our 
director of home economics directly to Jamaica, where she 
stayed until she had collected all of the recipes and food 
lore needed for the dinner. We held tastings to help perfect 
the menu and then, as usual, our home economists spent the 
entire day of the dinner in the hotel kitchen to assure a com 


can homemakers 


pletely authentic feast. 

More interesting and flavorful restaurant, hotel and in 
stitutional meals are the aim of ASTA’s special publicity 
program directed at chefs and dietitians. Here again, our 
recipes and information are tailored directly to the needs 
Recipes are in 5O portion size (instead 


tested by a chef 


of the audience 

of six, as for home-style) and they are 

in a working commercial kitchen 
Through this program, we can supply worthwhile articles 
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to the trade magazines chefs read, but we also help them 
directly by answering their problems with seasoning and 
recipes that call for spices. 

Associations are storehouses of information. 
ment, which represents you, turns to them for authentic 
Editors and writers, whenever 


The govern- 


information and assistance. 
they are compiling information, will almost inevitably turn 
to an association. Are you looking for information about a 
service Or a product? Write the association in that field 
and nine times out of ten it will be able to send you the 
answer. 

The American Spice Trade Association is no exception, 
as it maintains a highly effective information bureau. 
Through it, the thousands of inquiries received each year 
are answered. In addition to the editor and writer, questions 
are received from the school child and the college student, 
from the homemaker and the teacher, from the storekeeper 
and the manufacturer, and from others who have an interest 
All are given a prompt and informative answer. 


In Spices. 

In 1957, for example, our Information Bureau answered 
approximately 4,700 individual requests for information, 
of 
35 
li 


literature, photos and samples of spices. As a result 
having the facts readily available, it was able to handle 
separate writing and research projects for various publi- 
cations. Moreover, it entered into about a dozen joint pro- 
motional projects with other organizations, including manu- 
facturers, other trade associations and public groups. Life, 
Look and Good Housekeeping are some of the major pub- 
lications this Bureau assisted during 1957, but included in 
the list were encyclopedias, trade magazines and radio and 
television shows. Listed in phone directories and in the 
reference guides for writers and educators, the American 
Spice Trade Association Information Bureau is the first call 
for anyone who has a question about spices, herbs, seeds 
and seasonings. 

One of the contributing factors to the progress of this 
country has been the fact that competitors do associate with 
each other in association work. They look over each other's 
shoulders at what the other fellow is doing. In many in- 
stances, they share ideas and techniques, and yet these same 
people enter the highly competitive market with these 
shared ideas, which result in a better product, a cheaper 
product and a better living standard for everyone. 

Associations are one of the main differences in our econ- 
omy and our way of life. The very fact that most business- 
men know what the other fellow is doing tends to make for 
greater initiative and a greater competitive spirit, with re- 


sulting benefits to everyone. 
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the flavor of pineapple 





Many food manufacturers—the flavor 
users in this country 


ing their own glass, gelatine or glue, have tried making 


processors and 
who never seriously thought of mak- 


their own flavors. 

The arguments a food chemist can give to his superiors in 
favor of such a procedure are many, varied and logical, 
at first glance. However, the same arguments may hold true 
for glass, gelatine and glue. 

Few food manufacturers feel that the cost of their flavors 
is of any significance compared to the total cost of the 
finished product. They know that flavors—well- 
balanced flavors—can mean the assurance of product recog- 
nition and success. They know that poor, harsh, unbalanced 


RC rd 


flavors may prevent all-important repeat sales. 

All of us are familiar with the “do it yourself” craze 
as it applies to carpentry, paper hanging, boat building and 
painting. Most new home owners, in the postwar period, 
were forced to learn, in their spare time, skills which were 


foreign to them value on the labor it 


may take to build a set of book shelves or the cost of the 


Since we put no 


hand or power tool which must be bought, we feel that 
money has been saved on the project. After all, the tools 
were needed anyway 

The 


swing back and those who begin to figure all of the costs 


trend in ‘‘do it yourself,” however, is starting to 
are again buying ready-made furniture or at least materials 
which are partially finished by skilled workers of primary 
suppliers 
better value, 

this at least part of the foundation of the growth 


High quality prepared 


who can waste less and thereby give more and 


Isn't 
of the food processing industry ? 
foods and dessert mixes have taken the incentive away from 
the woman in the kitchen to ‘do it herself.’ Even the 
youngest housewife can get all of the “formulae” she needs 
for a devils food cake, and the ingredients are as close as 
the corner grocery. But she has been educated to believe, 
and rightly so, that with a prepared mix she can get an 
appetizing fool-proof cake in much less time. The house- 
wife knows the value of that time and is rapidly accepting 
new prepared foods 

We feel that the “do it yourself’ attitude of food manu- 
facturers is waning too, although it can never be expected 
to disappear completely. In the flavor field, however, there 
are as many chemists, relatively untrained in flavors, trying 
to do the job of a flavor chemist as there are chemists and 
salesmen trying to do the job of a cabinet maker. “Do it 
yourself’’ plans are available in trade papers and text books, 
but without the proper training and technique, the finished 
flavors never seem to taste just right when subjected to an 
unbiased evaluation. 

“Sell me a good grade of aldehyde C-16 and I'll make 
a good strawberry flavor.’’ Or, “Aldehyde C-14 is all I 
need for peach,” or “We make our own coconut flavor 
from three items for half the cost of your product.” This 
braggadocio is met by all flavor salesmen and chemists in 
their contact with some pseudo flavor men. The flavor 


chemicals mentioned are usually pure chemicals“? which are 
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Periodically we 
‘Ask and 


and 


valuable as a portion of the flavor desired 
receive requests for other so-called aldehydes.” 
you shall receive,’ is axiomatic in 
specialties (either single chemicals or compounded flavors ) 
are offered under such labels as “Aldehyde C-19 Pineapple, 
“Aldehyde C-20 Raspberry” or “Aldehyde C-24 Cherry. 
“Aldehyde C-19 Pineapple” has at 
In extreme dilution, this chemical pro 


many c IM panies, 


times been a synonym 
for allyl caproate 
duces a fine effect for the base of a pineapple flavor. Over 
done, it gives a harsh, fatty, woody, synthetic flavor. It has 
not been reported as having been found in nature. In view 


of the renewed popularity of this New World flavor, we 





than an 
da pointed comment 
own flavors. The article 
‘ 4 sued by Givdaudan Fl, 1 





would like to review the work that has been done on the 


flavor constituents, much as we have done in the past with 


other fruits 
The pineapple is an American fruit and is relatively new 
having been unknown outside of the 


to our civilization, 


American continent prior to the 16th century. Its botanical 
paying homage 


flavorful fruit 


designation is Ananas setivus L., 


Peruvian civilization which knew the 
anan 


The Spaniards saw a close resemblance of the plant to a 


species of pine and gave the fruit the name pina,’ which 
The Euro 
pean visitors had high praise for the fruit, which did not 


I 
deteriorate rapidly when properly picked In than 


has served as the root for the name in English 


less 

200 years, both the fruit and the plants had been trans 

ported around the world 
But food habits are not 


food that is introduced is eyed with some suspicion 


easy to change, and each 
as the tomato was rejected in the United States until the 
19th Century, so Charles V rejected the pineapple as a fruit 
for his table, stating that he distrusted both its looks and 
odor 

In the middle of the 19th Century, pineapples were being 
shipped from the Bahama Islands to England, and it was 
said that the pineapples were so extravagantly flavored that 
they had to be ventilated to abate the odor during the long 
It is little wonder then that modern investi 


gators 


journey. 
should want to determine the chemical composition of the 
oils causing this flavor 

The most recent and complete published work is that done 
by Haagen-Smit, Prater, Kirchner and Deasy' 


) 


Since the original articles are easily accessible to most 


chemists, we will omit discussion of the analytical 


methods used by the authors. 


any 
It is interesting to note that 
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as with even the most recently reported search of aromatic 
constituents of a fruit—grape‘*)—the authors state, at the 
end of the paper, that a flavor made from the same pro- 
portion of confirmed flavormatics according to the per- 
centage found does not reproduce the aromatic flavor of 
the fruit at the desired level 

Methyl 4-methyl thiol propionate had not previously 
been identified as being a component of natural substances, 
nor had it been available commercially as a synthetic chem- 
ical for flavor use. Therefore, it was hoped by all who read 
these papers that here at last was a ‘‘pineapple aldehyde” 
which could be produced synthetically and which actually 
gave pineapple its flavor in nature. Methyl 8-methylthiopro- 
pionate soon became available commercially and it was evi- 
dent that this chemical was not the key to the natural flavor 
of pineapple. The instability of it chemically and organ- 
oleptically limited its use. 

At about the same time, allyl cyclohexyl propionate was 
offered for sale and recommended as an ingredient for 
pineapple flavors. It has not been reported as having been 
found in nature. 


These two modern flavomatics have been added to the 


repertoire of the flavor chemist and have enabled him to 
version of pineapple 


produce a more accurate synthetic 


flavor 

Formulae have been published by the uninitiated, and by 
those trying to mislead, using high concentrations of allyl 
esters. These are not representative of a modern flavor 


manutacturer § formula. In a recent survey of flavor pro- 


ducers, allyl caproate was reported as being used in flavors. 
Some flavor manufacturers reported that pineapple flavors 
containing allyl caproate were so recommended that the 
finished foods containing them contained less than one part 
per million of allyl caproate. 


By using the proper combination of other flavor ma- 


terials, many of which have been listed in formularies, the 
minimum quantities of allyl esters can be used and the proper 


rendition of the flavor obtained. Some of these flavo- 
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matics recommended in the literature which are helpful to 
the flavorist in duplicating the flavor of pineapples are the 
ethyl and amyl esters of the organic acids from acetate 
through the pelargonate‘); butyric acid; vanillin and the 
citrus oils. 

Actually, pineapple is known by two flavors, the canned 
or preserved flavor being better known than the fresh 
pineapple flavor. Each flavor requires its own particular 
combination of flavor materials and each has ingredients 
which do not occur in the other. 

This then is our plea. The creation of flavors should 
be left to those who not only have the necessary training, 
but also have at their disposal the varied raw materials and 
the research facilities to accomplish the desired end product. 
We will continue to keep you informed through periodic 
publications of the efforts of our company and the industry 
in general in keeping your flavors safe, modern instruments 
for giving your products distinctive taste appeal. 
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Brewing coffee at the table 


is restaurant showmanship 

Coffee brewed right at the table is part of the show- 
manship which keeps customers talking about the two 
Grison Restaurants in San Francisco. 

Restaurant Management reports that the Grison maitre 
d’ or the waiter plugs a glass coffee pot into one of the 
electric outlets installed next to each table 

He empties either a three-cup or a five-up packet into 
the top of the coffee maker and turns on the unit, letting 
the coffee brew before the customer's eyes. 

The result is a gourmet’s delight—and part 
make eating here a 


of the 
drama with which Grison tries ‘‘to 
memorable experience.” 


London plans coffee futures market 

A formation committee has been named by the Coffee 
Trade Federation, London, to prepare for the opening of a 
coffee futures market, based on Robustas. 

It is hoped the market would open in June 
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<<. rANCISCO Samp ings 


with the head office of Folger’s 
@ @ Elmer Briggs is making news 
with his boys The idest, Gordon, 
has married His wife, Evonne, is 

San Francisco girl. Gordon ts finis!] 
ing at U.C. and is going into the Air 


Corps 


By MARK HALL choosen to run the next picnic of the 
@® @® Richard D. Quinlan, 


Western States Tea Association It 


= ® Coffee business as of the time of nate ber auiitle. eactucto 
this writing has been spotty, with some that picnic is important 


lite showing on the part of the roasters. tea men. They will gather next Sep- 
It is vexed with many misgivings about tember 22nd at the same 


the stability of the price of Brazils Mateo Memorial Park. 


eee swidence « D asensne ° ° 
and the squeeze in evidence on Brazils, Jim Mahoney will run the horse-shoe 


with March futures quoted at 57.45 and game At the WSTA 


spots at 53.50. ing. shouts were heard to break up 


One local man stated that Brazil is the Montague-Binsacca 
holding the umbrella over the rest of bination from M.J.B 


the coffee world, and there is just too too many of those highly regarded bot- 


much to cover. Another source said tles as prizes. 


Brazil has the bull by the tail and 4 job was given Jack Sassard as 


can't let go. Once they let down their befits his dignity: chief 


t ~ 


efforts to hold up prices, they pull the 


They have won 


founders of the Pacific C 
Association and a president 
ganization in its early years, is retiring 
Mr. Quinlan—“Dick” to his many 
friends in the trade—was in the 
port-export trade for 45 years. Fi 
of those years, he was with Parrott & 
Co., one of the oldest international 


start on it, but 
in the lives of 


old place, San 


planning meet- 


trading firms on the Pacific Coast, now 
in its 103rd year under the same name 
Mr. Quinlan is a past president ot 
the San Francisco Area World Associ 
ation and the Merchants Exchange 
Club. 
During the war years 
was in Washington, D.C 


horseshoe com- 


of the hot-dog 





plug and nothing can stop a collapse. 
What the broker along the street 
can’t understand is this: with 


323 bag shortage in shipments for the 


a 365,- That new customer 


the coffee sections ot 

Economic A dministrati 

Commodity Credit Corp 
He will continue as 


first quarter of this year to the Pacific 
By Mark Hall Parrott & | 


Coast from Brazil, why does that coun- 
try continue to try and maintain a See 
price which is increasing the use of 


a 8 rt 
staff ot i New 


Association, was here 


coffees, especially Africans? ‘6 ” n 
Mark my word when interviewed was n 


Brazil shipments to the Pacific Coast 
« 


the first quarter of 1957 were 38.7% 
Sgt Page 43 


total imports of coffee 





quarter yt 


the secre 
Rauchle 


Sal Fr 





Tamily 





declining market over the 
department, assisted 


it is increasingly difficult fo 


: Stanley Lee will be in 


importer to compete. It is 
| t k t le children’s games 
dangerous to take a position in ordet - 

: I @ @ Ed Johnson, Ir., 

son spent some lime 
r hand, are looking for spots a 
: ; leir principals 
afraid to extend themselves : 
lands, ( 


immediate needs Whether : 
( apt 


ave to come into the market 


} 


is peel 


che 


: ; ‘ and Mrs 
o have spots on hand Roasters, on : 
time last month visitin 


Hawaiian Is 


bag way remains to be seen, but Eee 
: yreat for <% Itt! leisure 


will hold off buving as long as 


d wo 


uld 


Present policies are putting Africans hn urlett, president 


coffee business. Only lo : ormick & Co., Baltime 


} 
+ 


is said, are offered Brazil, last month visiting the Scl 


re Was 


ling’ 


Africans are offered f1 hi also attended the gr 


} 
I f 
I 


will the increased use 
» quality? These are some 

things which trouble the coffee man 
this region 

ae |. oa jo ll and willingly 
means that ye have to keep it up 


S , is usual : Spillane has been 


Bud Domingus 


V, naving bee 








E. A. JOHNSON & CO. 


COFFEE IMPORTERS AND AGENTS 


WELDON H. EMIGH CO., INC. 


BRAZILS — MILDS 
150 California St., San Francisco || 








BRAZILS * COLOMBIANS * CENTRAL AMERICANS 
166 California Street 


San Francisco |1, Calif. 











FITZPATRICK & HOFFMAN, INC. 
GREEN COFFEE 


210 California Street San Francisco 
DOuglas 2-1474 














th 

moved f1 

a plant i 

the time this pr 

production capi 
facilities 


(Last year | 


necessary to move again to meet the pres- Institute’s quantity brewing 


upcoming drive, sure of continued growth 


Is now at Secau 


coffee day at Oradell! 

Because of an increase in the greens 
fee, all day tickets will be $17.00 this 
year. Dinner tickets will remain at $10.00 

each 
\rrangements are being handled by the 
Green Coffee Association’s Activities 
ie company when, in Committee, chaired by Fred Kohn 
‘ rpkics pewnny sr ~~ Working with him are Durand Fletcher, 
s ; Dick Kolm, Jack Malone and Fred 
vided greatly increased 
acity and — packaging Schocnhut 
e@eaA New York roaster has added 
ppens, Smith found it something new to the Coffee Brewing 
demonstra- 
| The company tions, CBI reports 


us, N. J., in one of the \fter arranging with CBI’s John Jur 


nost modern coffee and tea plants in the gens to make the presentation at the St 


country. ) 

Mr Nocklet 
affairs. He was 
visory Committe 
Board during W 
also a director 

coffee trade was saddened i: mac iS SUrvivet 
of Hugo F. Nockler, — Nockler 
president of the Eppens, Smit! 8 @ Officers of 
Secaucus, N | A ssociatior 


New Y 


were 


he was 


The event will 


sack Country Ch 


many of these 


vast It’s a pleasant place, and 


introducing the first tea bag preceden 
a radical change m the weather 


onal gauze bag day bef re, 


uutings have been held in 


Moritz Hotel, A. Catsouphes, of the New 
was active in industry York office of the Adelphia Coffee and 
a member of the Ad- Tea Co., instructed sales representatives 

f the War Production in the field to bring customers to. the 
orld War Il He was event 


Tea Association ik . ; 
The company’s operations cover nor- 
his wife, Mrs. Ida thern New York, New Jersey, Delaware 
and Pennsylvania. Response was enthusi- 
the New York ‘ ; astic. Guests came from Wilmington, 
reclected at the organ: Philadelphia, Bethlehem, Allentown, 
Scranton and a number of other cities 
1 towns All told, over 40° public 

S. A. Schonbrunn feeders attended 

William Keogler, 
Mr. Catsouphes 

demonstration, quite a few 
: me that they were quite 
Mee Co., socretar} he th it and were really amazed 
te D 1] 


Jannemiller at > of the things they saw and heard 
trip to Venezgrela, \pparenthy. this.demonstration is not only 


country t ver to them; it is also getting 


ion there 


@ @ Purity Spice & Seed 
added several new pieces 
tien and grinding equipment. 
Mr. Robert Bruml, president of the 


be held at the Hacken- a 
firm, indicated that the new equipment 


ib, Oradell, N. J., where : : es 

would make for speedier and more effi- 

cient processing 

guide, don’t werry about Purity has been grinding, recondi- 
ke all get-out the tioning and mixing spices for the trade 


after, but not on since 1931 





AMERTRADE, INC. 


Coffee Importers 
| PARK AVENUE NEW YORK 16, N. Y. 
Cable: AMBROTRA 








A. L. Ransonorr Co. Inc. 


Gills 


NEW YORK 
Cable Address 


“RANWILLIG” 108 Front Street 




















BOwling Green 9-0189 


JAMES A. ALEXANDER 
COFFEE BROKER 


90 FRONT STREET NEW YORK 5, N. Y. 





Cable Addresses WhHitehall 3-8562 
GALICAFE—CAFADAM 


GALINDO, RYMSHAW CO., INC. 


Selling Agents for Colombians, Mexicans, 
Centrals, Cubans and all African growths. 
135 FRONT STREET NEW YORK 5, N. Y. 
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Get your COLOMBIANS | 


BALZACBRO 


Shortest Route from Growers 
| 
| 


Balzac Bros. & Company, Inc. | 


Edward P. McCauley & Co. 
COFFEE 


New York 5, N. Y. 


| One Jones Lane 


| 
| 
| 


Cable Address: CAULCAFE | 











HL. C. BENDIKS, INC. 


NEW YORK 
96 Front Street 


SAN FRANCISCO NEW ORLEANS 
40 California St. 225 Magazine St. 
IMPORTERS - JOBBERS 
COFFEE - TEA 





“JAMES W. PHYFE & 60., INC. 
Coffee Brokers and Agents | 


Representing leading shippers of 
Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 





Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
NEW YORK, 5 


100 Front St. 
“Laticlave" 


REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


“REATURN” NEW 


104 FRONT ST. YORK 














GEORGE P. BOTT & CO. 


COFFEE BROKERS AND AGENTS 


Representing Shippers in 


SANTOS — RIO DE JANEIRO — PARANA 


Members & Graders 
New York Coffee & Sugar Exchange, Inc. 
Green Coffee Association of New York City 


120 Wall Street New York 5, N. Y. 





| Reaud-Geck Corporation 
Mexican— Santo Domingo—Ecuador 
Guatemalan —-Venezuelan 
Caban —- (frica 


Coffees 


59 PEARL STREET NEW YORK 























S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
IVORY COAST — MADAGASCARS — UGANDAS 


Cables: Cafruki, New York 
| 25 Broad Street New York 4, N. Y. 
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ERNEST SINGHOFEN & Co., INC. 


Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 














W. H. LEE COMPANY | 


COFFEE 


COMMISSION BROKERAGE 


NEW YORK 


| MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE, INC 





| Cable Address 


"WILEECOM" 101 FRONT ST. 











| WESSEL, IDUVAL & CO.,lIinc. 
Established 1825 
EXPORT Eg IMPORT 


Coffee and Cocoa 


CABLE ADDRESS 
HEMENWAY, NEW YORK 





67 BROAD STREET, NEW YORK 4,N.Y. 
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bw Onfeans 


By W. MC KENNON 


ee W. C. Englisbee, of Ruffner, Mc- 
Dowell & I h, New Orleans, was in 
Ne Ww y ork 
firm 

® @Sam Israel, of Leon Israel and 
Bros., Inc., has returned to New Or- 
leans from a business trip to Brazil 


‘ity on business for the 


@ @ Mr. and Mrs. W. H. Kunz have 
returned from a combined business and 
pleasure to Puerto Rico Mr 
Kunz reports he has made some nice 
mnections for the direct importation 
green coffee for W. H. Kunz & Co 

® avid Kattan was in New Orleans 
Mardi Gras activities, and 
Honduras on business 
~ Buckley & For- 


1i0oma on business for 


ing the 


returned t 


of the Doug 
attended tl 
in Dallas of the American 


useman’s Association 


Funeral services for Robert 
sr., were held here 
interment in Montgomery, 


birthplace Mr. Grigg was 


auditor and assistant secre 
Lykes Brothers Steamship ( 


ary 


his retirement last vear 
time of his death he was em 
capacity with 


Inc., in New 


an auditing 


Lyke s 


1 
general 
| 
I 


organization 
auditor 
auditor in 


assistant 


genera 


= 
elected secre- 


a son and a grandchild 
Standard Fruit and Steam 
ybserved Founders’ Day with 
iling of a plaque in the com- 
me office here Dr. Joseph 
D’ Antoni, 


announced hat 


president of the company, 
hence f« rth Fy unde rs’ 
Day wil ybserved annually on 


March 10th, the 


company s incorporation in 1926 


anniversary of the 


Founders of the company were Felix 
V: aro, ] seph Vaccar , Luce Vac- 
D’Antoni 

8 8 Community Coffee was being pro- 
moted widely here the 
In March 
kets and independent groups advertised 
Community Coffee in the 
yune Prices ranged from 42¢ per 
pound, with coupon, to 43¢, 44¢ and 
45¢ per pound, with coupon This 


caro and Salvatore 


second wee k 


Seven supermar- 


limes-Pica- 


oles 


Mc 


coffee was advertised at 62¢ per pound 
without coupon. i 

French Market Coffee was advertised 
at 74¢ and 75¢ per pound for the 
chicory blend. 

Chase and Sanborn vacuum - packed 
coffee was advertised by the Piggly 
Wiggly stores at 79¢ a pound 


Chicago 
By HARRY LANE 
8 & The Dean Co., Franklin Park, IIl., 


has an aluminum foil bag with a solu- 
ble dairy product for coffee vending 
machines. They have given it the 
DMC brand name, and pack it in one 
pound units, They also have DMC 
instant cream powder for coffee ven- 
ders oth products are packed in 
Dean’s container 

@ #8 Earl Cohn, of Superior Tea 
& Coffee Co., is back from a visit to 
the company’s Dayton, Ohio, plant 

s @ Exhibitors at the National Restau- 
rant Association show, being held on 
the Navy Pier here May 5th-9th, in- 
clude the Vendo Co., Kansas City, 
Mo.; National Venders, Inc., St. Louis, 
Mo.: and the Specialty Appliances Co. 
® 8 Dimitrius Cheronis, 95, who was 
a coffee broker, died last month in 
Grant Hospital. He is survived by two 
sons, Nicholas, chairman of the de- 
partment of chemistry at Brooklyn 
College, New York City, and George, 
a Chicago investment broker. 


@ @ Harry Kleckner has been named 
vice president in charge of sales 
the Thos. J. Webb Coffee division 
the Continental Coffee Co 
offices are located at 2550 North Cly- 
bourn Ave 
@ 8 The Paul L. Karstrom Co. re 
cently added to its line Mercury Verti- 
equipment, 


of 
of 
The sales 


Chicago 


Pak automatic packaging 
which makes its own bags from roll 
stock, and fills and seals them auto- 
matically. 

The firm also 

“vacumatic” bag label sealing machine, 
which withdraws a label by vacuum 
from a stack of labels in the magazine, 
places it in position, folds the label, 
puts it on the bag, and then seals the 
bag and label in ne automatic 
operation. 
@e@ Mrs. Alice Rice Malysko, who 
was with Hard & Rand, Chicago, for 
nearly three decades and was well 
known to the coffee trade, died at her 
home in this city 


represents the Mercury 


She was with the firm from 1928 
to 1936 under the management of J. 
Eager Lloyd. Until December 1st, 
1957, she was secretary to Wesley C. 
Becker. 

She is survived by her husband and 
a brother 


Southern California 
By VICTOR CAIN 


es @ Mr. and Mrs. E. A. Johnson, Sr., 
of E. A. Johnson & Co., San Francisco, 
recently came to Los Angeles for the 
big final handicap race to be held at the 
Santa Anita track this winter season. 
Ed and Belle were guests of Mr. and 
Mrs. Philip Klipstein, owners of that 
great three year old horse, “Silky Sul- 
livan.” All Ed’s friends who saw him 
on television after the race and in the 
winners circle agree that he is very 
Then, to cap this sensa- 


“Big Ed” 


photogenic. 
tion, we noted that also made 
Life magazine. 

= ® George W. Smith, Jr., coffee buy- 
er for the Smart & Final Iris Co., Inc., 
just completed a very sad journey 
back to Kansas City to attend the 
funeral of his mother, who passed 
away at the age of 91. The coffee trade 
expresses its sympathy on his loss. 
While in Kansas City, George saw 
many friends he had known in his 
childhood, as well as many friends and 
acquaintances in the coffee business. 
Also, George experienced some of that 
Midwest winter weather, which he had 
forgotten even existed since he took 


residence here in balmy Southern Cali- 


fornia 
ae \\ B. (Beck) fowe, of 
Johnson & Co., San 
to Los Angeles 

coffee roasters, 

@ @ Jack Berard, 
Otis, McAllister, San Francisco, and in 
the company of C. W. Duncan, Jr., 
4 the Duncan Coffee Co., Houston, 
Texas, recently came to Los Angeles 
for a short visit. While here they 
made their headquarters at the Otis, 
McAllister offices, of which Walter Dunn 


is manager and representative. 


*rancisco, 


vice president of 


8 8 Cedric Sheerer, of Ruffner, Mc- 
Dowell & Burch, Inc., San Francisco, 
was in Los Angeles to visit local coffee 
roasters 

@ #@ Vic Cain, of W. J. Morton, Inc., 
traveled to San Francisco to attend a 
meeting of the board of directors of 
Pacific Coast Coffee Association. 

@ @ John E. Mack, of the E. Acker- 
man Co., Inc., has returned from a 
six weeks sojourn on his plantation in 
Guatemala 





Coffee 
BROKERS * 


AGENTS 
110 Board of Trade Building, New Orleans, La. 


Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 























TEA INDUSTRIES 


Flavor 


and The 





of the 
tisers at 


San Francisco 
page 91) 


Pebble 


(Continued from 


@@ John Pollaro’s daughter, visiting 
relatives in the coffee industry in South 
America, had an opportunity to visit 
the conference at Rio. 

@ 8 Tony’ Hirakami, manager of 
“Woody's” a famous restaurant in Hono- 
visitor at Folger’s. 
No wonder they spread out the red them, 
carpet for him. Woody’s serves Fol- find 
Coffee An old 


memories 


baseball at the 
PCCA. It will 
more will the 
do their stuff 


lulu, was a_ recent 


other 
ger’s tradition 


® 8 Bob Sowell addressed the meeting 


off-shore soluble coffee 


(Continued from page 69) 


Association of 
Beach last 
® & Coffee men received a letter from 
Ed Manning announcing a requiem for 
coming 


wits 
Gone will be the much 
abused umpire and the old boys with 
just one more swing of the bat left in 
Young exuberance will have to for 

of being 
will die 
of old timers will fade. ( 


means 





way, nobody would give it five minutes time, but what we 
are worried about is that it will become a flood, instead 
of a trickle. 

MR. ABORN: I think it would be 
answer the question, if you would define what you mean 
by major. However, barring that, I would say this: That 
I believe that every quality producer of soluble coffee in 
business today, who is backed by an adequate research 
organization enabling him to keep in stride with the im- 
provements in the quality of the product, is going to grow 
very substantially in the share of the market he is going 
to have. If the off-shore producer is a quality producer, 
backed by that kind of research, he too is going to have a 
bigger share of the business, but it is just going to be 
his share of the business—not a dominant factor. 

MR. HARRISON: Tex, there is one other thought that 
I had. I believe that when there are such vast facilities 
in the United States, it would certainly seem foolhardy 
for producers to want to compete with this market. 

MR. COOK: As most of you know, the soluble category 
is continuing to grow at something like 20% versus a 
year ago, and that pace just seems to continue. We never 
predict that much in the coming year, but it always seems 


much easier to 


to come up, the category gains at least that much. I 
doubt seriously if we are going to find vast investments 
Now, the 
point was made by Ed earlier, and I believe it is one to 
think about seriously: a coffee-growing country today can 
come to the United States, engage the services of one of 
three or four competent engineering firms who will go 
into that country, design, build, start up a soluble coffee 
They can do it themselves, 


or facilities in this country suddenly idled 


plant, and train their people. 


if they choose to, don’t forget that. 


spice cooking in the South 


) 
Continued from page &0) 





tablishments in this grand old city that it's difficult to make 
a choice. First off I believe I would go to the oyster bar in 
Solari’s and restore my youthful vigor with a dozen or so 
of their big juicy bi-valves on the half shell, then down to 
Arnaud’s for some of his fiery hot shrimp Arnaud. I just 
can't miss Antoine’s pompano in a poke-sack, Gallatoire’s 
oysters Rockefellow or the broiled shad roe at Kolb’s next 
door to the St. Charles. Then down we'll go to Teau Jeaux 
(Two-Jacks), just across from the old French Market, where 
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National Adver- Does it mean that the red blood of 
month. the coffee men is losing its vigor, or 
just that all of this is going into golf, a 
refined and gentlemanly game, 
that lends itself to more 
and less of the 


more 
something 
conversation 
taunts from the 

If you have any 
them drop into your cocktail glass 
coffee 


California, 


convention of 
sad indeed. No 


comedians 


rowdy 
sidelines? 
and 


tears to shed, let 


@ @ Thomas J. Halpin, buyer 
Certified 
released. Ltd., went to San 

sandlot a directors meeting of the Pacific Coast 


. itfee 


Grocers ot 
Francisco to attend 


and 
\ssociaion 


we will be seated and have a general French waiter start 
We 


won't worry a whit about the price, because it’s most reason- 


bringing us course after course of most elegant food 


able. 

“We'll now loosen our belts, dump some of the ballast 
from our gondola and head northward to the little town 
of Talladega, Alabama. Here at the Puretfoy 
House, and if I attempted to list the five or six meats and 
20 to 30 other dishes spread out before us country style with 


W ell stop 


the friendly admonition from the hosteess to eat all and 


everything, you would not possibly believe me. Even with 
such a horn of plenty, everything 
by the skillful black mammys in the kitchen 


We'll have to give our overworked digestive heredita 


is cooked to perfection 


ments a little rest now, because time is drawing near 
We'll soon be on our way to several wonderful days of 
pleasurable recreation and exotic, gastronomic “hi-on-the 
hawg” eating at the American Spice Trade Association 
convention. This year’s fiesta will be held at Grove Park 
Inn, snugly nestled in the foothills of the Great Smokies 
just outside the picturesque city of Asheville 

Don't forget to pack my Tums, Mommy. Ahoy fellow 


spice traders—see you there! 


two decades of spice publicity 





000,000 and stories were still appearing several months 


ifter the affair. 
Mention of outstanding work 
overall effectiveness of a program such as ours 


the midyear curtailment, it is estimated that spice articles 
f 


overshadows the 
D« spite 


often 


this past year gained a tremendous total circulation « 
Articles in both Life and Look maga 


1.800,000,000. 
Personal appearances by Le Wis 


and 


zines swelled the total 
staff members on television 
focused dramatic Hundreds 
of stories on our ulcer diet research were of great value 
Effective also was the work of ASTA’s Information 
Bureau, which handled nearly 5,000 individual requests 
for literature and information on spices 

From every point of view, this program shapes up as 


I 
vital to the successful marketing of spices, both our tra 


agency radio shows 


attention on our products 


ditional products and the new items being brought out 


In the planning stage now are promotional 
ideas which can make this campaign even more successful 
Today we have the opportunity to capt- 


each year. 


as time goes on, 
talize on 20 years of hard, slugging groundwork, but we 
can do it only by giving this program the support it 


needs to continue at an effective level 


95 
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SPECIAL OFFERING 
FOR SALE PIECEMEAL 
Coffee & Peanut Butter Machy 


formerly used by 


WILLIAM S. SCULL Co., Inc. 


Front & Federal Streets 
Camden, N. J. 


AT BARGAIN PRICES 
FOR QUICK REMOVAL 


Representative On Premises 
Practically Brand New Model BS 
Stokeswrap. 

A-B-C Model 515 Case Gluer with 
compression Unit. 
Filler Model AAC Rapid Fractional 
Pack-Volumetric. 


Pony Model 86-MX Labeler. 
World Model S Labeler. 
Gump No. 77 Granulizer. 
Burns No. 38 Granulator. 
Magnetic Stoner. 

Hobart Double Grinder 
Burns Jubilee Roaster. 

Burns Green Coffee Cleaner. 
Hopper Coffee Sample Roaster. 
Bauer Model 303 Grinder. 
Burns Coffee Roaster. 

Bauer No. 25 Mill. 

Sutton Steel Coffee Stoners. 
Burns Cooling Car. 


Miscellaneous Coffee Trucks, Bins with 
Vibrators, Bucket Elevators, Friolators. 


4—Bauer #322 Radiant Ray Roaster, 
complete with Foxboro Color Controls 
and Wheelco Flame Controls and all 
necessary motors and b'owers. 

Burns #13 and #35 Exhaust Fans. 
Bauer #381 Bucket Elevators. 

Bauer #324 Under Floor Coolers and 
Filters with dump and storage hoppers. 
Bauer #341 Split Nut Blanchers. 
Bauer #248 Peanut Butter Mills. 
Stainless Steel Tanks, 50, 60 and 100 
gal. caps. 

Misc. motors, blowers, exhaust fans 
compressors. cyclones, scales, Rolle 
Conveyors, Hand Trucks, Multi-Press, 
office equipment. 
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BETTER COFFEE 


FOR SALE 





These offerings are subject to prior sale 
ACT NOW FOR 
CHOICEST SELECTION 


INSPECTION INVITED 
Equipment must be moved immediately 
Write, Wire, Phone Collect For 


Details and Special Bargain Prices 


can be made in 3,500 Ammaco Dispensers This novel pre- 


Clean Equipment mium automatically dispenses enough coffee 


for 1 cup Special close-out pric 12¢ each 


Write for a sample package of Shipped anywhere in the U.S Sample upon 


COFFEE URN| =="""""=" 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 





Union Standard Equipment Co. 
318-322 Lafayette St., New York 12, N. Y. 


phone: CAnal 6-5334 


"Yours for the Asking" 
see page 54 
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NICARAGUAN COFFEE 


Our coffee, having a soft quality and exquisite taste, 
always excels in cup tests. 

The flavor and aroma of Nicaraguan Coffee make 
regular consumers. Discriminating individuals who 


have tasted it once, always demand it. 
We have available, for export, two qualities: 


Nicaragua Washed Coffee 


and 
Matagalpa Coffee 


Our soils are considered the best for coffee cultivation. 
That is the reason we grow one of the best coffees 


in the world. 


SOCIEDAD COOPERATIVA ANONIMA DE CAFETEROS DE NICARAGUA 


Member—Federacion Cafetalera de America 


MANAGUA, D.N., NICARAGUA, C.A. 
APARTADO POSTAL 721 Cable Address: “SOCOCANIC” 








